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Extended shelf life... glossy coatings 
with all the waxy taste removed — that's 
what modern candy makers get. They 
use FDA-approved Span 60/Tween 60 
emulsifiers—the “twin 60's” from Atlas. 
@ Add the "twin 60's” at 150-160°F, 
and hold at least half an hour. Check 
tempering temperature— you'll prob- 


ably want to lower it as much as 4°. 


gloss 
retention 
and 
palatability | 
in 
coatings 


@ Span 60/Tween 60 additions are 
economical, too. You use only about 
1°/,, finished coating weight. We'll be 
glad to help you, too, to determine the 
quantity and mixture that's right 
for you. For assistance, or details on 
the “twin 60’s''—write Atlas Chemical 
Industries, Inc., Wilmington 99, 
Delaware. Ask for Bulletin 19. 





E€CATLAS CHEMICAL INDUSTRIES, inc. 
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MINUTE MAID 
i 


SUN-FILLED Hi 
CITRUS OILS v. 


Florida and California All-Valencia Orange Oils, Cold 
Pressed, U.S.P. « California Lemon Oil, Cold os) 
Pressed, U.S.P. « Florida and California Grapefruit 

Oils, Cold Pressed « Florida Lime Oil, Cold 

Pressed « Florida Tangerine Oil, Cold Pressed 

Guaranteed purity! Confectionery and 

bakery manufacturers are finding SUN- 

FILLED citrus essential oils unmatched 

for adding rich, full-bodied natural citrus 

fruit flavor and aroma to candies and 

pastries. They’re 100% pure... pro- 

duced and packed under U.S.D.A. inspec- 

tion... protected against adulteration and 

sophistication by tamper-proof seals. 

Guaranteed quality! Minute Maid’s strict 

quality control assures uniform high 

quality batch after batch. When you buy 

SUN-FILLED you buy the very best! And 

you have a choice of SUN-FILLED’s 












- 


complete line of cold pressed citrus oils, 
from both Florida and California. 


Guaranteed supply! Minute Maid’s ex- 
tensive citrus groves in Florida are be- 
coming an increasingly important source 
of citrus oils. They’re a source you can 
rely on both now and in the future. Re- 
member too, that Minute Maid is Amer- 
ica’s largest producer of citrus products. 
SUN-FILLED citrus oils are shipped in 
35-lb. tins and 385-lb. drums. Free 
samples are available from your dealer, 
or by writing to: 


MINUTE MAID CORPORATION 
Orlando, Florida 
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Conching 


with the MIKROVAERK Conche 


The “missing link” in chocolate automation 
is now offered you. The MIKROVAERK 
Conche makes it possible to insert the conch- 
ing process in the production flow of mod- 
ern continuous chocolate manufacturing. 
One single passing of the chocolate mass 
through the MIKROVAERK Conche guar- 
antees a high conching grade, keeping the 
valuable aromatic qualities of the mass. By 
the special design of the conche, the choc- 
olate mass is spread in a thin film over a 
number of rapidly rotating discs and sub- 


jected to an intensive air flow extracting the 
aqueous vapour and unwanted compounds. 
This procedure, combined with a_grindirg 
effect, gives the conched mass the finest 
quality, flavour and consistency. 

Capacity: 100 to 250 kilos per hour accord- 
ing to consistency of the mass to be conched, 
and grade of conching desired. 


American Branch Office: Mikrovaerk (Canada) Ltd. 90 Advance Rd. 
Toronto 18, Ont., Canada. Telephone: BEimont 1-2259 
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Merckens bought by Welch 


The Merckens Chocolate Company has been pur- 
chased by the James O. Welch Company. Merckens 
was bought from the Merckens family about two 
years ago by Consolidated Foods Corporation of Chi- 
cago, an integrated food processor, wholesaler and 
retailer. 

The James O. Welch Company first entered the 
chocolate refining field through the purchase of the 
Mansfield Chocolate Company several years ago. It 
operates Mansfield both as a producer of coatings and 
finished candies. 


Gilbert Chocolate 


to have new building 


Construction of a 13,500 sq. ft. candy processing 
plant was started July 24 for the Gilbert Chocolate 
Company, Jackson, Michigan. Estimated to cost $150,- 
000, the building will be of brick and masonry and 
is part of a general expansion program initiated re- 
cently by the present owners. Occupancy is expected 
by Nov. 1. Air will be conditioned at 68° the year 
‘ound and humidity will be maintained at less than 
50% at all times. 


MacCarthy joins Sweets 
as vice president 


Dr. Shane MacCarthy, who was director of the 
President’s Council on the Fitness of American Youth, 
under President Eisenhower, is new vice president, 
director of public relations of the Sweets Company 
of America, Inc., Hoboken, N. J. Tootsie Roll producer. 


Stoffel joins consulting 
staff of Knechtel Labs 


Charles E. Stoffel, former director of quality con- 
trol and research at Bunte Bros. Candy Co., and Bunte 
Bros-Chase Candy Co., Chicago, has joined the con- 
sulting staff of Knechtel Laboratories, Skokie, Ill. 

According to Herbert Knechtel, owner-director of 
the laboratories, “an increased consciousness of the 
value of professional counsel has made it necessary 
to supplement our consulting staff, which at present 
totals five men, in order to fulfill requests for service.” 
The firm is serving confectioners throughout the U.S., 
in Canada, Mexico and South America. 

In addition to confectionery consulting, the firm has 
complete production and test facilities at the Skokie 


Confectionery and Chocolate Sales 
Were $79.2 million in June 


Dollar sales of confectionery products totalled 
79,250,000 in June, which although 3% above June 
of last year, was 10% below May ‘61 sales. This is 
a reflection of the seasonal decline. 

Greatest change downward was in the manufac- 
turer-retailer group, whose sales were $4,006,000, 
down 10% compared with June 1960. Chocolate manu- 
facturers were on top with $10,098,000 volume, or a 
9% increase over a year ago. 


TABLE _ 1.—CONFECTIONERY AND COMPETITIVE CHOCOLATE 
PRODUCTS: DOLLAR SALES BY KIND OF BUSINESS 








Estimated sales of current month and 
comparisons 
Percent Estimated sales 
change year to date 
June Percent 
1961 change 
June from 6months from 


1961 fons 1961 6 months 
($1,000) 1960 ($1,000) 1960 





Confectione sry and compe etitive choco- 

late products, estimated total .... 79,250 568,374 

BY KIND OF BUSINESS 

Manufacturer-wholesalers 452,273 

Manufacturer-retailers! 0 36,751 

Chocolate manufacturers 9 79,350 

TOTAL ESTIMATED SALES OF 

MANUFACTURER-WHOLESALERS 
BY DIVISION AND STATES 

New England 

Middle Atlantic 
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_— North Central 


Ohio and Ind. 
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West North Central 

Minn., Kan., S. Dak., and Neb. .. 
Iowa and Mo. 
South Atlantic 

D. of C., Va., 

N. Car., and S. Car. § 9,36 

Ga. and Fla. f 12,430 
East South Central: 

Ky., Tenn., Ala., and Miss. ..... ,705 +1 10,165 
West South Central: 

Ark., La., Okla., and Tex. : 15,400 
Mountain: 

Ariz., Colo., Idaho, N. Mex., 

and Utah x +9 5,670 
Pacific * 28,570 
Calif. 3,96! . 23,806 
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1Retailers with two or more outlets. 


TABLE a -POUNDAGE AND DOLLAR SALES OF SEL ee 
MANUFACTURER-WHOLESALERS AND CHOCOLAT 
MANUFACTURERS. BY TYPE OF CONFECTIONERY, 


First 6 months 


June 1961 Pounds Percent | nt Value Percent 
(1,000) change ($1,000) change 
Pourds 


Value rom from 
a 000) ($1 :000) _1961 1960 1961 1960 








Type of product? 


TOTAL SALES OF SELECT TED 
ESTABLISHMENTS.. 101,454 38,342 680,669 4 5 271,988 + 
Package goods made to” 
retail at: 
$1 or more per Ib... 1,540 1,432 21,059 24,285 
$.50 to $.99 per lb. 8,578 4,266 55,699 28,219 
Less than $.50 per lb. 17, 509 4,518 105,309 ’ 27,790 
Bar goods 660 ‘ae 315,066 5 125,802 
5¢ and 10¢ specialties 13, ,462 6,260 80,919 - 3 37,470 
Bulk goods? 4.705 3,920 102,617 28, 422 





1Selected group of large manufacturer- wholesalers and chocolate manu- 
facturers report sales by ty roduct. Companies reporting such detail 
account for approximately Ror the total dollar sales of manufacturers. 

“Includes penny goods. 

5Less than 0.5 percent change. 


Data from monthly Current Industrial Reports of U.S. Dept. of Commerce 
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When it’s orange they want, give them full orange flavor 


Don’t cut corners here! When /ess than one ounce of orange oil 
can glorify—or ruin—a hundred-pound batch of cream centers, why 
gamble? 


Insist on the one and only orange oil that is always cold pressed and 
bulk-blended from California’s best oranges. It’s packed in tamper- 
proof containers and guaranteed uniform by the Sunkist Growers— 
Exchange Brand Orange Oil, U.S.P. 


Sunkist Growers 


Products Sales Department, Ontario, California 
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ORANGE OIL, U.S.P., CALIFORNIA COLD PRESSED 
Exchange Brand Orange Oil 
is distributed in the U.S. by 
Dodge & Olcott, Inc.:; 
Fritzsche Brothers, Inc.; Ungerer ¢ Co. 
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research headquarters. Services include: formulations, 
quality control, research, food analysis, time and mo- 
tion study, cost analysis and plant lay-out. 

Production of plastic, true-life replica candies for 
window and counter box displays is another division 
of the laboratory. 


NCA’s Steinberg honored 
by association group 


yr 


Douglas S. Steinberg, 
president of the National 
Confectioners Association, 
has been named to receive 
the Chartered Association 
Executive Award of the 
American Society of Asso- 
ciation Executives. 

He, along with some 33 
other of the nation’s lead- 
ing association executives, 
was honored at the open- 
ing day of the Society’s 42nd annual meeting in Den- 
ver, Sept. 3. 

This is the first CAE award which gives special 
recognition to qualified association executives who 
have acquired broad backgrounds in all phases of 
association management and met rigid requirements 
of education, experience, training, association achieve- 
ment, etc. 

The 34 successful candidates were selected from 
200 registrants. 





D. S. Steinberg 


Spangler buys bar line 
of Phyleen Candy Co. 


Spangler Candy Company, Bryan, Ohio has pur- 
chased the 5¢ and 10¢ candy bar line of Phyleen 
Candy Co., Huntington, Ind., which marks Spangler’s 
re-entry into bar-goods production. Phyleen’s cream 
peanut cluster bars with both vanilla and maple 
cream centers are involved in the purchase, and 
Spangler will merchandise the items coast-to-coast 
through their brokers. They will be shipped in vend- 
ing packs only. The Phyleen plant is being closed, 
and production equipment is being moved into the 
Spangler plant. 


Haensel donates 
cooker to PMCA 


A specially designed gas-fired, tilting, vacuum 
cooker has been received by the Pennsylvania Manu- 
facturing Confectioners Association to be used in its 
research activities. 

Bill Duck, (shown admiring the gift) the PMCA 
director of research, and other members of the re- 
search committee, worked with the donors of the 
kettle, the Otto Haensel Machine Company of Han- 


for September 1961 — 7 





William Duck and the Haensel gift to PMCA 


over, Germany, to provide the most suitable design 
for pilot plant candymaking. 

This gift to the research committee of the PMCA 
was arranged through the close cooperation of Otto 
Haensel, Jr. and Hans F. Dresel. The Haensel firm 
not only provided the kettle, but arranged for its 
transportation. It will make possible much more de- 
tailed and extensive research and development work 
regarding the ingredients and techniques of candy- 
making. 


Old Dominion gets 
new owners; production to expand 


The Old Dominion Candy Company, Inc., Salem, 
Va., has been reorganized, following the retirement 
of President W. P. Johnston. 

Kenneth M. Taylor is new president and treasur- 
er; C. J. Marechal continues as vice president and 
secretary; and A. B. Claytor, III is a vice president. 

Plans are to expand production, product variety 
and personnel, the latter will not be done immediate- 
ly. 


Seminar on doing 
business abroad 


A seminar designed to help small companies plan 
and organize a program for doing business abroad 
will be held Sept. 18-20 at the Hotel Astor, New York 
City. 

Topics to be covered include: how to analyze your 
overseas market potential; how to organize for ex- 

(Continued on page 38) 











... sweetose® Syrup 
“Humidity-Conditions” your 
candy to stay fresh longer! 


Bars, caramels, creams and jellies—when made with 
Sweetose, the original enzyme converted corn syrup 
—have extended shelf life. Retain their original freshness 
and flavor even after long periods in distribution channels. 

That’s because the unique all-weather humectant properties 
of Sweetose assure a controlled, just-right moisture balance 





\ 
\ 


through a wide range of humidities. For the profit- 
making facts on how Sweetose can help you, see 


your Staley Representative or write: 


A. £. Bar Sa MEG. Co. 


STALEY'S® REGULAR AND INTERMEDIATE CORN SYRUPS + STA-SOL® LECITHIN CONCENTRATE + CONFECTIONER'S ECLIPSE® F AND G STARCHES 
STALEY'S® SPECIAL MOULDING STARCH ¢ STALEY'S® CONFECTIONER’S DUSTING STARCH + cotor,® STARCH 
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| often limit their efforts 





“She sweet 
aud the sour 


The following letter, which is 
reproduced in its entirety, was re- 
ceived by Bill Beich, who, in turn, 
sent it to us. We were amused by 
the fun-poking-at-the-industry tone 
of the letter and feel readers of THe 
MANUFACTURING CONFECTIONER 
will get a chortle from it.—Editor. 


Office of the President 
Paul F. Beich Co., 
Bloomington, Illinois 
Attention: Kathryn Beich 


My Dear Miss Beich: 


During the recent holiday sea- 
son we chanced to receive, from 
an old and esteemed gourmet 
acquaintance, a tin of your choco- 
late caramel pecans called, I'm 
afraid, “Katydids”. Now that the 
gustatory delights within the tin 
have been exhausted, I have been 
reduced to perusing the label, and 
you see here tangible evidence of 
my acceptance of the invitation to 
write to you contained thereon. 

You see, I am not only deeply 
impressed with your product, but 
I am also overwhelmed with nos- 
talgia. Well, perhaps just whelmed 
with nostalgia. First, about being 
impressed. Examination of the in- 
gredients listed on the label proves 
that your candy contains that little 
extra something; a rare commodity 
nowadays. Just think of how many 
confectioners have fallen victim to 
cutting corners with inredients, if 
I may coin a shrewd metaphor. 
Yes, these unfortunate wretches 
to the 
production of so-called “candy” 
containing, as do your Katydids, 
milk chocolate, pecans, condensed 
whole milk, sugar dairy butter, and 
corn syrup. But they stop right 
there. Think of it!! How cheap can 
one get? Imagine, they don’t even 
add emulsifier to the chocolate; 
and I don’t suppose for one min- 
ute that they have so much as 
heard of coating the pecans with 
Nutritive Glaze Containing Zein 
(Corn Protein). And when it 
comes to Mono and Diglycerides 














WILD STRAWBERRY 


A truly masterful reproduction of the popular but so far illusive 
Wild Strawberry flavor. Not too ripe or too green Verona’s Wild 
Strawberry is available in both oil and syrup soluble form. 


Prove It For Yourself 
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VERONA FLAVORS 


DEPARTMENT OF VERONA AROMATICS 


Plant and Main Office: 
26 VERONA AVENUE, NEWARK 4, NEW JERSEY, TEL: HUMBOLDT 3-3200 » NEW YORK: WORTH 2-3153 
Branch Office: 
208 N. WELLS STREET, ROOM 200, CHICAGO 6, ILL., TEL: CENTRAL 6-5815 
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of Edible Fats—land sakes I 
' thought these things had vanished 
| along with whalebone gussets and 
mustard plasters. But enough of 
this. It’s the nostalgia part that you 
will appreciate. 

Kathryn, (I hope you aren't of- 
fended by my use of the familiar 
form), when I read that “this rare 
candy is an old-family recipe using 
only the purest “kitchen fresh in- 
gredients” I was then and there 
transported back many a long year, 
right from Metracal and Unicaps 
to the fragrant wonders of grand- 
ma’s kitchen back on the farm. Now 
there was something. That friend- 
ly, hulking, wonderful wood burn- 
ing stove. And the pump right in 
the kitchen—how fine it was not 
to have to thaw out the old one in 
the yard on those bone snapping 
mornings in January. And grandma 
herself—snow white hair, kindly 
smile—but I stray from the sub- 
ject. Sunday afternoons when 
grandma made candy and let us 
kids help. Yes, your label brought 
it all back to me. Just like you do, 
grannie made her candy in big cast 
iron kettles. By the time we ar- 
rived at the farm she would al- 
ready have the basic syrups and 
chocolate warming on the stove. 
We knew, because the fragrant 
aroma would drift down to the 
barn whilst we were seeing to the 
team and putting the buggy in its 
stall. Then the excited race to the 
back door, tantillized by that heav- 
enly old-fashioned smell, and then 
there we were—in the child’s con- 
cept of heaven. After a certain 
amount of teasing, grannie would 
assign each of us our separate, ex- 
| citing task. My sister’s first job was 
to carefully mix Tricalcium Phos- 
phate with the salt. She would then 
'get down the big stone crock in 
which grandpa had stored the 
lecithin, and set it in the oven to 
' warm. While this was going on, 
'our baby brother, Eustace, would 
_ be sent scurrying down to the tide- 
' water swamp on the south forty 
» to harvest a quart or two of fresh 
carrageen. I can see him now, todd- 
ling up the hill to the house, with 
his rusty little bucket slowly leak- 
ing a tiny stream of the small, 
' purplish, edible marine alga which 
| grandma used as a demulcent for 
the caramel. And if it contained 
an odd teredo or two, no one cared. 
That’s what made it good!! 
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Because I was older and more 
responsible, my job was to see 
to the Butylated Hydroxyanisole. 
Grandma never trusted the com- 
mercial packaged type sold by the 
itinerant drummers that circulated 
through the area. She made her 
own, right from scratch, out of 
nothing but the purest kettle fresh 
goodies. Once it had cured, it was 
stored in small, compact bricks, 
down in the root cellar, behind the 
barrel of Northern Spys and in 
front of the rutabagas. I would get 
the cellar key out of grannie’s 
pocket, bravely plumb the depths 


of the darkened room, and select 
the most compact, brownest brick 
of all—then back to the kitchen 
to shred it into bite-sized, thin 
strips. There’s no butylated hy- 
droxyanisole like shredded butyl- 
ated hydroxyanisole, grandma al- 
ways said, and who can quarrel 
with that, eh? 

Anyway, my next chore was to 
take the shredded product and toss 
it lightly into a seasoned solution 
of hydroxytoluene (also butylated, 
it goes without saying) so that each 
individual strip was completely 
coated but not saturated with the 











solution. Woe to you-know-who if 
any saturation occurred!! It was 
off to the corn crib, and no licking 
of that kettle after the candy was 
poured into ingots. You bet we 
were carefull!!! But then, that’s 
what made it good. 

Grandma alone took responsibil- 
ity for the next, critical step—the 
addition of the Cultured Butter 
Flavor. (Upon whose shoulders 
does this awful responsibility lie in 
your establishment?) It wasn’t al- 
ways done that way. Years ago, 
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INSURANCE 


Materials. 


with Perfect Results 





For Top Quality 
CONFECTO-SPRED serves the 


industry with 100% Nutritive 


on candy Sunday, grandma used 
to let my mother perform this task, 
and I must admit she did it well, 
at least until the day grandma 
tripped over the fly paper and 
broke her left metatarsal while 
reaching for the bag of Propyl 
Gallate that she always sprinkled 
on top of the kettle lid to keep it 
fresh. That’s what made it good. 
Anyway, with grandma in splints, 
mother sneaked in some fresh 
churned sweet country butter, and 
of course, as you might expect, the 





JNFECTO-SPRED 


Registered Trade Mark 


QUALITY CANDY 
IS PUBLIC RELATIONS 


Used Nationally for Over 7 Years 


For Cooling Slabs — Band Ovens 


Belts — Trays — Transfer Pans 


VEGETABLE OIL STABLE 
NUTRITIVE RELEASE COMPOUNDS 





INTERNATIONAL FOODCRAFT CORP. 


184 NORTH 8th ST. 


BROOKLYN 1l11, 





NEW YORK 


whole mass solidified immediately 
and had to be chipped out of the 
stove by the hired man, by hand, 
yet. When grandma found out, she 
gave poor old mother a terrible 
hiding behind her henhouse. Since 
then, the pristine virginity of her 
candies have been unsullied by 
pure butter, and to this day only 
grandma adds the pure, rare, 
kettle fresh, old fashioned Cultured 
Butter Flavor. But then that’s 
what makes it good. After all, only 
the uncouth would use uncultured 
butter flavor, and I'll have you 
know that we come from couth 
stock from way back. 

By this time, the afternoon was 
waning, and anticipation was ap- 
proaching an almost unbearable 

| pitch of intensity. At last the great 
| moment would come. Slowly, tan- 
| tilizingly, Grannie would heist the 
| kettles off the stove, and ladle a 
| dollop of the simmered ambrosia 
| into a saucer to cool, at the same 
time handing us kids a blotter to 
accommodate our stray drools. The 
| last step was at hand!!! Before our 
| shining eyes she would take a 
| wooden spoon and fold in a gener- 
ous measure of Propylene Glycol 
| To Improve Stability of the Con- 
| fection. At last!! 
| Well, Kathryn, the rest is history. 
| You remember that after Grandma 
| fell into the kettle that terrible day 
| (they buried the whole damn mess 
| with grannie still in it, kettle fresh) 
| there was some mixup over the 
Will, and the rights to her precious 
| recipe became the subject of that 
| endless litigation. DuPont claimed 
| the exclusive right to manufacture 
| the product, known universally as 
| DuPont Drops. American Cyanamid 
| brought out a cheap imitation, 
| using inferior Diglycerides, which 
it called “Cyanimytes”, and then 
| Monsanto distributed the stuff un- 
der its own label as “Kemikal 

Krunch”, and which nearly wreck- 
| ed the market for everyone. 

That’s about all, I guess. Just 
thought you'd like to know what 
' memories Katydids revived in me. 
_ I’m delighted that the recipe ended 
| up, intact, in such good hands. 
That’s what makes it good!! 


William Polatsek 


| PS. No offense, indeed. They are 


| 
| Sincerely, 
| 
' really kind of tasty. 
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na ...in Colorfully printed 
clophane Du Pont cellophane 


bag 


Complete 
overwrap 


CI-2, Wilmington 98, Delaware. 


QU POND 


MEG. U.S, PAT. OFF. 


Now’s the time to plan your most successful Easter 
packaging ever! Be sure to see your Du Pont 
Authorized Converter... he'll show you how | 
printed cellophane gives a package holiday il 
spirit, makes it stand out from competition. 
His expert design advice can help get your 
package extra shelf facings and special displays. 
Plan your package with printed cellophane 
now to win more Easter sales. E. I. du Pont 
de Nemours & Co. (Inc.), Film Department 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 





U PONT 
cellophane 


The package above has a removable band. 
It can be stripped off after Easter... eliminates 








out-of-date stock . . . gives retailers an extra 
reason for preferring to stock your brand. 
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LASTING PROTECTION 
FOR 
PANNED GOODS 


| 
7 
4 


WITH MANTROSE CONFECTIONER’S GLAZE 


Guards Against Breakage, Scuffs, Discoloration 


Cinnamon hearts... bridge mix...or malt 
balls ... panned candy protected with 
Mantrose Glaze keeps that “just made” 
look and taste. Consumers find it as fresh 
and appetizing as the day it was packed. 
Here’s why: Mantrose Glaze minimizes 
degradation of fatty substances. And 
keeps scuffing during packaging and han- 
dling to a minimum. Breakage, too, is re- 
duced. 


Unsurpassed in purity, Mantrose Con- 
fectioner’s Glaze has wide approval. It’s 


made under the most sanitary conditions 
in a big, new plant by experienced per- 
sonnel. 

Why not insure the quality of your prod- 
uct with Mantrose Glaze? We’ll gladly 
supply technical help. Write today for 
your free sample and full information. 


The Corporation 


99 Park Avenue, New York 16, N. Y. » Telephone MU 7-2762 
Plant address: Attleboro, Mass.+ Established 1919 
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FOOD OF THE GODS ® 


QUALITY 
te CHOCOLATE 
COATINGS 


AMBROSIA 
CHOCOLATE 
COMPANY 
Milwaukee 3, Wisconsin 
MANUFACTURERS OF 
FINE CHOCOLATE AND 
COCOA SINCE 1894. 





MAKES THEM 
SHINING EXAMPLES 


Gloss retention is only one of the advantages leading 
candy makers get when they use coating made 
with S-70-XX, the scientific hard butter; their 
confections reflect quality in every way, the year round. 
Low-melt fractions of S-70-XX are closely 


controlled, and it is available in desired melting 
points to meet every coating requirement. Your 


* 


supplier can make immediate delivery of S-70-XX coatings 
~ 

s 
. 


CORN PRODUCTS 
SALES COMPANY 


REFINED OILS 


NEW YORK @ CHICAGO @® DALLAS @ SAN FRANCISCO 
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J 
DIVISION FANNY MAY KITCHEN FRESH CANDIES 


You spend thousands of insurance dollars annually 
to protect your property. Doesn't it make just as 
good sense to protect your candy during production? 


Here's what ‘‘premium-free’’ Burrell Belting Insurance 
means to you: 

e The best belt for each specific job 

¢ Prompt delivery 

e Burrell’s 48 year record of regular follow-up service 
Check with any Burrell ‘‘insured”’ plant. 


You'll find that this complete Protection Service 
will free you, too, from all belting problems. 


enrober 


Miragioss Tunnel Belt imparts desired gloss 


to $ as Candy emerges from 
_ at Mrs, Snyder's big Chicago plant. 


Write for the new Catalog 
describing the full 

Burrell Belting line 

for candymakers. 


BRANCH OFFICES: 
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Double Texture Refiecto 
Endless Treated White Cotton 
(right) provide quick transfer : 
centers at bottomer station. 


YRRELL 


7505 N. ST. LOUIS AVE., SKOKIE, ILLINOIS 
Chicago Phone: AMbassador 2-8110 





New York Area: DUmont 5-7152, 26 Shelby Street, Dumont, New Jersey. 

Chattanooga Area: TRemont 7-6156, 1420 August Drive, Hixson, Tennessee. 

Cleveland Area: SPring 7-4294, 5478 Revere Drive, North Olmsted, Ohio. 

Milwaukee Area: Liberty 2-4949, 1120 Evergreen Drive, Waukesha, Wisconsin. 

San Francisco Area: YOrkshire 7-5993 or ENterprise 1-1061, 1062 East Rose Circle, Los Altos, California. 
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FEED WITH YOUR EXISTING MACHINES OR HIGH SPEED LYNCH 

BAR WRAPPERS 

When fed by two Lynch automatic wrapping machines, the new BK 

at Hollywood Brands handles the 115 bar production per minute of 
gach, to provide complete automation with maximum saving of time, 

labor and materials. 


UNMATCHED VERSATILITY 
Several optional infeed and stacking features . . . single or double 
A layer stacking from left or right side infeeds—or both. 


'} BK duplicates double layering action from both sides to produce as 
many as four layers ... or feeder sections position on each side to 
im feed simultaneously for double layer only. 


SMOOTH AT ANY SPEED 
} Aconstant stroke machine, the BK requires no adjustment or slide 
strokes, and owes its utter smoothness of operation at all speeds to 
} this advantage. 


AUTOMATIC STOP AND START 
A break in product flow stops BK instantly and automatically, re- 
sumes operation when supply is replenished. 


SELF-PROTECTING 

Torque limiter minimizes damage to component parts in case of 
if overload or jam. Constant product backlog is assured by time delay 
ay circuit with separate switch for automatic start and stop. 


HCARTON PRE-BREAK 


Scores are broken mechanically and precisely in separate loading 

sation operation, assuring proper set-up. Vacuum carton feeder 

slarts blank into the train. Adhesive application is also completed 
‘apfior to product feed. 


PARTON ECONOMY 


BK cartons save money. No end-panel tuck-in flaps to cause board 
Waste. Economical die cut for lowest carton blank cost. 


CARTON DIMENSIONS 


Hy Any within following dimension ranges: Minimum—Length 2%”, 


Width 514”, Height 14”. Maximum—Length 5”, Width 11”, Height 214”. 


FOR IRREGULAR SHAPES, Lynch provides its new, higher 
speed Wrap-O-Matic machine for integrated operation 
with the BK. Ask the Lynch engineers to show you how it 
can fit into your operation. 


WWD TODAY FOR “BK” BAR CARTONING, “BW” BAR WRAP- 
IG OR WRAP-O-MATIC LITERATURE 
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PACKAGING 
MACHINERY 


MANUFACTURERS 


LEADERS LOOK TO LYNCH 
FOR MACHINES THAT PACKAGE ALMOST EVERYTHING 


Manufacturing Engineers of automatic processing equipment in the glass, 
packaging, plastic and other industries. 


ATLANTA e CHICAGO e SAN FRANCISCO e ENGLEWOOD, N. J. 








Otto H 
applies 
crimp 

chocola 


PHOTO COURTESY “SILENTS PLEASE TV SERIE 


+ 


“| TOLD YOU, SAM, I WON’T POSE FOR YOUR ADS” 


We may have a little good-natured fun in our ads sometimes . . . kid a 
little about ourselves, but rest assured, we don’t kid around when it comes 
to quality. We've been taking the business of producing chocolate prod- 
ucts seriously since 1868 and we're proud of our long-standing reputation 


for quality, uniformity of product and on-time deliveries. 


Ask the man from BLUMEN TTIAL BROS. CHOCOLATE CO, 


MARGARET & JAMES STREET « PHILADELPHIA 37, PA. 


Manufacturers of quality cocoa powder, chocolate liquors and chocolate coatings 
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WRAPS TWO 
DIFFERENT STYLES 

— SIMULTANEOUSLY — 

AT SPEEDS UP TO 
600 PER MINUTE 
























Otto Haensel’s HBX High Speed Candy Wrapper 
applies twist wraps, sacchetti wraps, basket wraps, 
crimp wraps and bunch folds to solid, filled and 
chocolate coated candies — and it’s the only ma- 
chine in the world that applies a crimp wrap with 
an inner wrap. It puts different types of wraps on 
different kinds of candies simultaneously. And it 
wraps two candies at a time, operates at infinitely 
variable speeds from 150 to 300 rpm, wraps up to 
600 per minute. Two machines operating together 
will produce four different wraps with four differ- 
ent shapes with four different flavors to make the 
perfect assortment. 

Drastically reduces time and labor costs, too. 
And its patented device that keeps understrip 
shorter than outer wrap cuts material costs up to 
15 percent. Easily adaptable to your specific needs 
— wrapping your products with surprising speed 
and versatility and at surprisingly low costs. 





WRITE FOR LITERATURE. 


OTTO HAENSEL 
MACHINE CoO. 


60 East 42nd St. New York 17, N. Y. 
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Ask Any Buyer! 


Full 12 month “shelf life” 
In use all year long by 





Wholesalers—Chains—Dept. Stores—Vendors 


7,500 professional candy buyers for all types All major firms are listed, but only the adver- 
of outlets, in all 50 states, receive and use the tisers can show: all the items in their line, 
CANDY BUYERS’ DIRECTORY. what they look like, how packaged, etc. 


1. Largest Buyer Circulation 
2. Lowest Cost Per Buyer 
3. Used All Through The Year 


AND THE ADVERTISER GETS ALL THE BREAKS 


All salesmens’ names & addresses are included free 
Display advertising is placed in product sections specified 


All listings are in boldface under every classification 


Pr - FS 


All advertisers’ brands & trade names are listed 


Full Page Only $250 
Send For Sample Copy And Complete Advertising Rates 
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‘T have been actively engages in buying candy exclusively 


since 1931 and there has hardy been a month gone by that 
[ have not had a real use for THE CANDY BUYERS’ 
DIRECTORY. This publication fills a real need for a candy 
buyer throughout the year. I would not be without it!” 


William E. Hawes, PEOPLES DRUG STORES, Inc. 


1962 Edition Closes October Ist 


CANDY BUYERS’ DIRECTORY 


PUBLISHING OFFICE ° 418 North Austin Blvd., Oak Park, Illinois . Village 8-6310 
EASTERN OFFICE ° Box 115, Glen Rock, New Jersey ° (NYC) BOwling Green 9-8976 
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modern resinous glazes 





Wm. Zinsser & Co., has been making con- 
fectionery glazes ever since such old-time 
favorites as jelly beans, butter creams and 
candy corn were new-fangled delights. And 
through the years Zinsser has developed 
new and improved resinous glazes that 
give these favorites maximum protection 
and sales appeal. Here is the broad line of 
Zinsser glazes to meet your requirements. 
Regular glaze — full-bodied, opaque, 
creamy solution. Gives a clear film. 
Refined glaze — wax-free, transparent, 
amber-colored solution. Gives a crystal 
clear film, more brilliant than Regular. 
Orange glaze—color of conventional liq- 
uid orange shellac. Gives an unusual “ton- 


? 


ing” effect on dark chocolate pan goods. 
Available in 3-lb., 4-lb., and 5-lb. cuts with 
28.8%, 34.9% and 39.9% dry solids re- 
spectively, or your special formulae. 

Zinsser quality controlled glazes as- 
sure—smoothness of film . . . freedom from 
residual odor . . . consistent viscosity for 
uniform holdout . . . excellent color reten- 
tion... purity .. . uniform wax dispersion. 
Why not let our skill and experience, and 
modern research facilities work for you? 
For samples and information write— 


Wm. Zinsser & Co. 
offices and | 516 West 59th St., New York 19, N.Y. 
factories at | 319North Western Ave.,Chicago 12, Ill. 
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CERTIFI 


To your confections, let Warner-Jenkinson add an extra touch of 
selling magic with richly brighter, more attractive, more 
tempting colors. In a complete array that literally rivals the 
rainbow, Red Seal colors provide the ultimate 
in gem-like brilliance, purity and uniformity. More than 
a half century of experience is yours to command. 


arner— 


enkinson manufacturing co. 


Manufacturers of Certified Food Celors, Vanillas, Extracts, Flavors 


2526 BALDWIN STREET + ST. LOUIS 6, MISSOURI 
West Coast: 2515 Southwest Drive, Los Angeles 43, California 
Warehouses in principal cities 








AN INSIDE LOOK 
AT FLAVORS 


THAT SELL , 
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Look closely at a successful candy product. . . taste it, compare it. Why is it some flavors have compelling 
consumer appeal? 


/FF flavors sell and resell for two important reasons. They are exclusively designed for your product, your 
markets—and they are the finest flavors available. /FF flavors have created new hard candy lines, revi- 
talized established ones, and stimulated brand-building sales the world over. 


For an inside look at flavors designed to sell your products, contact /FF. 


e FLAVOR DIVISION 
INTERNATIONAL FLAVORS & FRAGRANCES INC. C 
417 Rosehill Place, Elizebeth 2, N. J. 


Leading Creators and Mamufacturers in the World of Flavor 


TERAND USA for Sey 
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MILPRINT 
PACKAGING 


*the sum of Milprint skill and experience 
(more than half a century), the right mate- 
rial, or combination of materials, the right 
printing process, economical cost, creatively 
blended for the benefit of your product ! 
Send your candy to market under full mar- 
keting power. Call Milprint today. 


+ @n| 
» rw, Ae "a A fen6 \ Milprint, Inc. General Offices, Milwaukee, Wisconsin. Sales 


offices and plants conveniently located across the nation 


BS MILPRINT PACKAGING zives your product MARKETING POWER 
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Atlas Self-Measuring Certified Color Cubes 

for more and more hard candy manufacturers every year. Exact, consistent, 
dependable, Atlas Cubes give you foolproof quality and cost controls, 
faster, more uniform production. One cube colors a 35 pound batch, one 


pound colors 4500 pounds of hard candy. Prepared for immediate use in green, 


orange, grape, rose pink, chocolate brown, molasses brown, striping red, and yellow. 


SINCE 1851 


H. KOHNSTAMM &CO.,INC. 


First producers of certified colors. 161 Avenue of the Americas, N. 
11-13 East Illinois St., Chicago 11/2632 E. 54 St., Huntington Park, Calif. 
In Canada—Stuart Bros., Co. Ltd., Montreal, Toronto, Winnipeg & Vancouver 
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When we first read this article in a business 
magazine from England, we were struck with 
how similar the situation in the British con- 
fectionery industry is to the situation as it 
exists in the United States confectionery in- 
dustry. Though close analysis reveals super- 
ficial differences between the economies of 
the two countries, still the author’s “winds of 
change” blow as strongly on this side of the 
Atlantic, and with fully as much effect. 

The analysis of the situation with regard to 
the smaller manufacturers, and the courses 
of action open to them are as applicable in 
the U. S. as in Great Britain. The fact that 
survival and growth for the small manufac- 
turer is tied up in specialization should come 
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The Future of the Smaller Manufacturer 


BY D. G. JoHNson, Chairman and Managing Director, Geo Bassett and Co., Ltd., Sheffield, England 
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as no surprise. When an industry is growing 
swiftly, the growth is usually pretty haphaz- 
ard, as cost control takes second place to 
increased production and sales. When growth 
slows and levels off, however, the sins of 
inefficient planning return to haunt manage- 
ment. 

Then the trimming of lines, the elimination 
of overtime work, closer inspection of formulas 
and purchasing policies become the order of 
the day. And then, lo and behold, the manu- 
facturer finds that he has become a ‘specialist’; 
not because he wanted to be, but because 
careful and realistic inquiry and planning 
proved that only through specialization could 
he survive.—Stanley E. Allured 





I WANT TO SPEAK about the implications for the 
smaller manufacturer of the changes that are taking 
place on the manufacturing side of our industry, For 
the winds of change are blowing through this indus- 
try with something approaching hurricane force, and 
all of us must be wondering whether our own busi- 
nesses will remain standing or whether they may form 
part of the debris those winds will inevitably leave 
in their train. In particular, is there a place for the 
smaller manufacturer in the future pattern of this 
industry? 

The only way to attempt an answer to this ques- 
tion is to try and discern the changing trends in this 
industry today, and then project those trends into the 
future in order to delineate the shape of things to 
come. Of one thing I am quite certain: the only firms 
which will survive and prosper are those which make 


An address given at regional general meeting of the Associate Members’ 
Group of the Cocoa, Chocolate and Confectionery Alliance, New Bath 
Hotel, Matlock Bath, Derbyshire, in May. 
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continuing efforts to discern the direction from which 
the wind of change is blowing at any particular time 
and trim their sails to that wind. There is no means 
of insulating our businesses against these winds; on 
the contrary, we must open wide our windows and 
let the wind blow through our businesses. 

Experience has taught me never to be dogmatic 
about the future. There is a saying that where two 
men agree one of them is unnecessary. If some of 
my remarks fail to win your approval I hope they 
will at least stimulate your thought and provoke an 
interesting discussion. 

It is natural in times of rapid change for people 
to wonder why the methods which have stood the 
test of time so well in the past cannot be carried 
into the future with suitable modifications. Why, in 
other words, cannot change be evolutionary rather 
than revolutionary? The answer to this very natural 
question is to be found in the imperative need for 
growth in our national economy. 

In the days of unemployment before the war, pro- 










duction could always be increased by absorbing more 
labor without radical alteration in methods. Today, 
however, there is no surplus labor to be absorbed, 
and if our national economy is to expand, as it must 
if this country is to survive, it can expand only through 
radical changes in our production and distribution 
methods. During the last decade this country has 
been losing ground in economic growth to other in- 
dustrial nations, and the 1960’s must produce at a 
greatly accelerated rate of growth compared to that 
which we knew in the 1950's. There are only two 
known methods for promoting economic growth on 
the scale required: one is totalitarian planning, which 
I am sure all of us wish to avoid, and the other is 
the free play of competitive forces. It is because the 
government recognized there was no middle way 
between these two extremes that they introduced, in 
1956, the Restrictive Trade Practices Act designed 
to remove all restrictions to free competition. 


Increased consumption needed 

The implication of this for our industry is clear, 
for no one can deny that there is an enormous waste 
of human effort in supplying the consumer with his 
8 oz of sweets per week. If this industry is to survive 
in a prosperous state it must so order its affairs that 
those 8 oz are produced and distributed to the con- 
sumer with the maximum efficiency consistent with 
a variety sufficient to maintain, and if possible in- 
crease, this level of consumption. This will inevitably 
mean, I think, an appreciable reduction in the 20,000 
lines now being produced, and a considerable stream- 
lining of our production and distribution methods. 


Two main producers 


In my vision of the future, therefore, I see a small- 
er number of national manufacturers than we have 
today. These manufacturers will, I believe, fall into 
two main classes: firstly, there will be the big firms 
selling heavily advertised branded lines; secondly, 
there will be a rather larger number of medium-to- 
large companies or groups relying less on national 
advertising than on giving the consumer maximum 
value for his money by means of highly efficient and 
specialized production methods. Outside these two 
fields I do not think there is going to be very large 
scope in the future for manufacturers aspiring to 
national distribution. The only way to maintain such 
distribution in the future, I believe, is either to 
capture the consumer by mass advertising or to 
streamline production methods to such a degree that 
present consumer values can be maintained in spite 
of rising wage and raw material costs. 

I believe that the smaller manufacturer must keep 
out of these two fields, for in both of them the scales 
are heavily weighted against him. Both advertising 
and mechanized production require a high sales vol- 
ume, and this in turn is possible only through na- 
tional distribution. But I believe there are other fields 
where the scales are weighted against the national 
house, and it is in these fields that the future of the 
smaller manufacturer seems to lie. I believe these 
fields, about which I now want to speak, can be ex- 
panded if the smaller manufacturer is alive to the 
opportunities open to him. 


I suggest that there are four fields, in particular, 
which the smaller manufacturer can exploit and for 
which the national house, with its mass production 
methods and consequent lack of flexibility, will be 
increasingly unable to cater. The future of the small- 
er manufacturer seems to me to be intimately bound 
up with keeping these four fields open. 


Specialty line 

Firstly, there is the field of high-class speciality lines 
unsuitable for mass production. Our industry is tra- 
ditionally based on a very high standard of crafts- 
manship. The requirements of mass production in 
the national houses, however, are progressively re- 
placing craftsmanship by scientific control. This trend 
will leave the field of high-class speciality products 
wide open to the smaller manufacturer who has the 
skill and initiative to seize it. There is still going to 
be a place, I believe, for hand-made products in this 
industry so long as those products are distinctive and 
of a high standard of craftsmanship. There is no 
place at all, however, for the hand-made _ product 
which is simply an imitation of mass-produced lines 
made more efficiently by the national houses. 


Novelty lines 

Secondly, there will always be a place, I believe, 
for what I would call local novelty lines; particularly 
in the holiday areas, for instance, there is a wide 
field for lines with a local flavor which are suitable 
for gifts as well as for immediate consumption. 


Line having limited shelf-life 


Thirdly, there is the class of confectionery which 
has a very limited shelf life and is therefore unsuit- 
able for mass production and distribution. I have 
often heard people referring to Mrs. Somebody's 
home-made toffee with the comment “If only she 
could afford to put it on the market she would make 
a fortune”. The answer of course is that a line like 
this simply could not be nationally marketed. This 
is a field, therefore, that the smaller manufacturer 
selling direct to local shops has all to himself, and 
I believe it is a field which could be developed. 


Local distributors 


Fourthly, there is the manufacturer who is linked 
with a local wholesaler or wholesale group and can 
consequently distribute in his own area a high-class 
line with much lower distribution costs than the na- 
tional house. This saving in distribution costs by com- 
parison with the national house is a very tangible 
advantage which can and should be exploited. In 
my own firm, for instance, while our average delivery 
costs throughout the country are 10s. 3d ($1.43) per 
cwt, our distribution costs in our own area are about 
3s. Od. ($.42) per cwt. Consequently the manufac- 
turer who does not aspire to national distribution 
has a margin in hand over the national house of 
about 7s. Od ($1.00) per cwt. At present I am afraid 
too many small manufacturers are dissipating this 
advantage by making far too many lines and thereby 
inflating their production costs by as much, or more 
than, they save on their delivery costs. But if a small 
manufacturer confines himself to a limited range of 
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lines which he can produce efficiently and of high 
quality, and if he is allied with a local wholesaler 
who has a wide coverage in his particular area, | 
believe this saving in delivery costs should enable 
him in many products to hold his consumer price 
longer than the national manufacturer. 

These are four fields in which, as I have said, 
the scales seem to me to be weighted in favor of 
the smaller manufacturer as opposed to the national 
house. Moreover, I see no reason why these four 
fields should not command a gradually increasing 
proportion of the market, and if they do the manu- 
facturers who have the foresight to equip themselves 
for one or more of these types of production will 
have every prospect of a secure future. But I confess 
I cannot see a promising future for those smaller 
firms who have no speciality and confine themselves 
to producing lines for which the national house is 
far better equipped. 


Small manufacturer has three advantages 


The main advantages of the smaller manufacturer 
are flexibility, craftsmanship and lower delivery costs, 
and I suggest he should concentrate on products 
which present an increasing field for the exploitation 
of these three factors. Efficiency need not be a func- 
tion of size, and I believe this industry holds out 
more opportunities for smaller firms than almost any 
other industry. There are, however, certain essential 
conditions of success in this as in any other field, 
end I would particularly emphasize four such con- 
ditions: 

1. Everything you produce should be of the high- 
est possible quality. There is going to be no place 
in future for shoddy or second-grade merchandise. 
2. The packaging of your products must also be of 
the highest class possible, and I believe a smaller 
manufacturer should concentrate on those lines 
which he can present as attractively as the nation- 
ally distributed lines with which he will be com- 
peting. 

3. Efficiency requires specialization. The national 

houses are increasingly tending to specialize on a 

limited range of products, and if the smaller firms 

are to hold their own it is equally important for 
them to follow this example. Only the other day 

I came across a small confectioner who made over 

130 different lines. 


4. The smaller firm should not attempt to copy 
the products of the national houses, but should 
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tend to concentrate on fields which the bigger firms 
cannot or do not want to tackle. 

To sum up, I believe there is a continuing place 
for the smaller manufacturer in this industry. That 
is not necessarily to say, however, that there is a 
place for the existing number of smaller manufactur- 
ers, for some reduction of numbers seems to me to 
be inevitable. I would therefore like to see smaller 
manufacturers in adjacent areas merging their busi- 
nesses together, each making the other’s specialty 
products and distributing them in his own area. If 
one manufacturer has a product which sells well in 
one area but has neither the wish nor the ability to 
distribute that product nationally, there seems to me 
no particular reason why he should not link his busi- 
ness with other small manufacturers who can make 
and sell his products in their own areas. Carried to 
its logical conclusion this could lead to a nation-wide 
network of small manufacturers manufacturing and 
distributing on their own door-step high quality lines 
unsuitable for mass production or national distribu- 
tion. Such a network could provide, I suggest, a very 
healthy balancing factor to the big national houses. 


Small manufacturer and small shop have a tie 


But in the last resort, however, the future of the 
smaller manufacturer is closely linked with the future 
of the small independent shop. If we are to allow 
the distribution side of our industry to be dominated 
by the supermarket and the chain-store I can see 
little future for the smaller manufacturer. The future 
of the independent shop, however, is not primarily 
a question of gross margins, as so many people would 
seem erroneously to believe today. It is primarily a 
question of cutting the costs of distribution from 
manufacturer to consumer via wholesaler and retail- 
er, by concentrating on a limited range of products 
and by eliminating all excess costs. Unless this is 
done the supermarkets, the multiples and the chain- 
stores, with their streamlined distribution systems, 
will be able to offer the consumer so much better 
value for his money that they will inevitably capture 
an increasing share of the trade. And the higher dis- 
tribution margins become, the quicker will this hap- 
pen. But it need not happen, and it will not happen, 
if everyone concerned appreciates that the future of 
the independent channels of distribution depends not 
on high margins but on low costs. I believe this will 
lead, and must lead, to a much closer measure of 
vertical integration between manufacturers, whole- 
salers and retailers. 





The Stronge-Lee office and warehouse in Forest Park on Chicago's near west side. This all brick building has a capacity of fifteen truck loads. 


Chicago Candy Brokers 


Pioneer Warehouse Service 


7 CANDY BROKERAGE BUSINESS, once made up al- 
most entirely of one-man operations, has recently 
seen quite an increase in multiple-salesmen opera- 
tions. The needs of the manufacturers requiring more 
coverage and work, and the trend of the buyers to- 
wards requiring more attention, has fostered this 
development. Such a situation is represented by 
Stronge-Lee & Associates, newly-formed candy bro- 
kerage firm covering the Chicago area. 

Bill Stronge was formerly assistant sales manager 
of the D. L. Clark Company and subsequently set 
up his own brokerage business. Ralph Lee has been 
a candy broker in the Chicago area for fifteen years. 
Early this year the two combined their businesses 
into one organization and acquired the services of 
Warren Durgin, an experienced candy salesman per- 
haps best known as the perennial secretary of the 
Western Confectionery Salesman’s Association. Vern 
Vechart, formerly sales manager of the L. M. Becker 
Company, is also employed with Stronge-Lee. Final- 
ly, an experienced speciality salesman is employed 
full time to do the detail work necessary for main- 
taining distribution for the firm’s principals. 

The first major project of the joint operation was 


Ralph Lee is veteran 


Chicago candy broker. 


the study of the feasibility of a warehouse for the 
convenience of both principals and customers. Enough 
strongly favorable factors were discovered to convince 
the partners to proceed with this idea. Since then, 
a building was leased, completely insulated, and air 
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conditioned, and the firm’s offices as well as the 
warehouse are housed in it. 

The three principals of Stronge-Lee currently par- 
ticipating in the warehouse-delivery service are Pear- 
son Candy Co. (Minn.), Philadelphia Chewing Gum 
and Paul F. Beich. The partners expect to extend 
participation to other principals in the near future. 

The service is based on the advantage of offering 
customers next-day-delivery orders from stock already 
in the warehouse, where ordinarily the merchandise 
would be shipped from the factory and would take 
frem three days to a week or more. 

The building comprises 4000 square feet of which 
3500 are for warehousing and the rest for the offices. 
Warehousemen move merchandise about on pallets 
by means of a fork lift truck. Two 7-% ton air con- 
ditioners are installed, either one of which can main- 
tain a constant 70° temperature on the hottest days, 
which allows a good safety factor if one breaks down. 
The warehouse will accommodate up to 15 trailer 
loads at one time. 


Warehouse delivery has advantages 


As an example of the advantage of the warehouse- 
delivery service, an order for merchandise taken on 
Monday would previously have been shipped from 
the factory two to three days later and arrive at a 
Chicago account the following week. Now it is de- 
livered the next day. 

Stronge-Lee employ Mayfield Cartage Co. to make 
the deliveries. This firm picks up in the late after- 
noon and delivers to every section of the Chicago 
area the next morning. 

Since the discount period on invoices is from the 
date of shipment, next-day delivery gives the cus- 
tomer a minimum of nine days to turn over the 
merchandise, often giving him the chance to sell 
the goods before paying for them. In the normal in- 
stance of a customer ordering candy from an out of 
town factory, shipment can take from 3 days to 10 
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One of the two air conditioning units in the building. Each one is 
capable of holding the temperature to 70° on the hottest days. 


days or more. Often the discount period is past before 
the merchandise has arrived. 

Next day delivery is quite an advantage in the 
case of new or promotional items. A customer han- 
dling a “hot” item is much more apt to reorder when 
he is assured that delivery will be made while it 
is still selling heavily, often having had the experi- 
ence of shipment arriving after the item is “dead”. 

All buyers including the larger accounts, chains, 
grocery co-ops, and cost plus houses are constantly 
seeking ways of reducing inventories and increasing 
turnover. Here again they will order smaller ship- 
ments more frequently if they can get fast delivery, 
enabling them to work on a smaller inventory. (An in- 
teresting sidelight here is that these firms often base 
the size of their orders on the size of a pallet load, 
which accounts for reoccurring orders in multiples of 
odd amounts such as 48, 63, etc. cases. ) 

A broker operating a refrigerated warehouse en- 
ables his principals to ship chocolate merchandise in 
hot weather whereas ordinarily they would wait for 
the “weather to break”. 


Bill Stronge had his 
own brokerage firm. 


“K" cellophane 116-202 is a very 
durable cellophane, specially suited to 
strong single-wall candy bags. It’s 
polymer-coated, superior in strength 
and rigidity. Yields 11,600 sq. in./Ib. 


MSD-54 cellophane has excellent 
durability, flexibility and heat-sealing 
propertiesfor overwrapsand bundling. 
It feeds, folds, forms well, seals at 
temperatures 50°F. lower than before. 





Du Pont “K’’* cellophane is extra- 
strong, moistureproof and polymer- 
coated. It offers superior appearance 
and flavor retention and exceptional 
_resistance to wrinkling and puckering. 


DuPont makes over 100 cellophanes 
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A 
ra- MSD-53 cellophane is a tough, flexi- MD-35 cellophane for twist wraps MD-36 cellophane prevents cara- 
er- ble film for a tight-fitting puncture- is flexible and durable at lower tem- mels and other sticky-type candies 
ice — resistant wrap that can take a beat- peratures, gives top efficiency at high from sticking to wrapper. It offers 
nal ing. It’smoistureproof, heat-sealing... machine speeds. Grease- and oil-proof, standard moistureproofness, possesses 
1g. gives excellent machine performance. it prevents piece-to-piece sticking. good film flexibility and durability. 


5 | to provide the right one for you! 


These six candy cellophanes show the attention Du Pont gives your 
packaging needs. They’re all sparkling-clear, all print beautifully and 
run efficiently on high-speed machinery. Yet each has a different 
coating, specially designed for a particular candy package. 

Get the right Du Pont cellophane for your candy packaging require- 
ments from your Du Pont representative or Authorized Converter. 
They’re packaging experts, ready to help you get better, faster-selling 
packages at lower cost. Call one today, UPONT 
write: Du Pont Co., Film Department, | cellophane 


Wilmington 98, Delaware. SETTER THINGS FOR BETTER LIVING — Dy Pont registered trademark 
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MODERN CHOCOLATE 


FULLY AUTOMATIC MIXER-KNEADER LOCATED ON ELEC- 
TRONICALLY CONTROLLED WEIGHING DEVICE ASSURE 
POSITIVE INGREDIENT INFEED. ADJUSTABLE NON-TILTING 
DISCHARGE IN AREA OF COMPRESSION RESULTING IN Nati 
RAPID AND THOROUGH EMPTYING OF MIXING CHAMBER. senate 
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TYPE FW-591-SL-H HYDRAULICALLY CON- Americ 

TROLLED FIVE ROLL REFINER ASSURES sistant 

MAXIMUM OUTPUT WITH ALL ROLLS OF Choco! 
A PATENTED STRESS BALANCED DESIGN 
AND UNDER POSITIVE HYDRAULIC CON- 
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THE ‘“‘ROTOR"™ CONCHE HAS BEEN SPECIALLY DE- 
VELOPED TO SUIT MODERN CHOCOLATE MANUFAC- 

















TURING REQUIREMENTS. ITS FLAVOR AND FLUIDITY Chai 
DEVELOPING POWERS SAVES COCOA BUTTER. DE- Inc., A 
CREASES CONCHING TIME AND OBTAINS MAXIMUM Circus 
FLAVOR. Treasu! 
NO STEAM OR WATER REQUIRED. lingam 
Chai: 
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mae | jm 2 — | EUROMAC, INC. Felton 
Riudl PALISADES PARK, N. J. 
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American Association 


of Candy Technologists Elect Officers 


Various sections announce first of Fall meetings 


National and sectional officers of the American 
Association of Candy Technologists have been an- 
nounced for the current year. They include: 

National Officers 

President Edward N. Heinz, Jr., Food Materials 
Corp., Chicago, Ill.; Ist Vice President John W. 
Vassos, Stephen F. Whitman & Son, Inc., Philadel- 
phia, Pa.; 2nd Vice President John A. Kooreman, 
Penick & Ford, Ltd., Inc., Cedar Rapids, Iowa; Sec- 
retary-Treasurer Fred Janssen, The Nulomoline Div., 
American Molasses Company, New York, N. Y.; As- 
sistant Secretary Donald G. Mitchell, Walter Baker 
Chocolate Co., Dorchester, Mass. 


Boston Section 


Chairman Varney Hintlian, Deran Confectionery 
Co., Cambridge, Mass.; Vice Chairman P. Joseph 
Downey, W. F. Schrafft & Son, Corp., Charleston, 
Mass.; Secretary-Treasurer Donald Cahoon, Brooks 
and Cahoon Co., Inc., Cambridge, Mass. 

Chicago Section 

Chairman Stan Allured, THE MANUFACTURING Con- 
FECTIONER, Oak Park, IIl.; Treasurer Frank Hanzelin, 
Schutter Candy Div., Chicago, IIl.; Secretary Edward 
N. Heinz, Jr., Food Materials Corp., Chicago, II. 

New York Section 

Chairman Dr. Alfred E. Leighton, Consultant, Riv- 
erdale, N. Y.; Vice-Chairman Dr. Moe Sherman, Gold 
Medal Candy Corp., Brooklyn, N. Y.; Treasurer Rob- 
ert De Zembler, Virginia Dare Extract Co., Brooklyn, 
N. Y.; Secretary Fred Janssen, The Nulomoline Div., 
American Molasses Company, New York, N. Y. 

Northern California Section 

Chairman Gene Hewitt, Miss Saylor’s Chocolate, 
Inc., Alameda, Calif.; Vice-Chairman Ed Jurczenia, 
Circus Foods, Inc., San Francisco, Calif.; Secretary- 
Treasurer Henry Spini, Guittard Chocolate Co., Bur- 
lingame, Calif. 

Philadelphia Section 


Chairman Robert W. Minter, Minter Bros., Inc., 
Bridgeport, Pa.; Secretary-Treasurer Hans F. Dresel, 
Felton Chemical Co., Philadelphia, Pa. 


Southeast Section 
Chairman Charles M. Balkcom, Norris Candy Co., 
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Atlanta, Ga.; Vice-Chairman George E. Jenkins, Tom 
Huston Peanut Co., Columbus, Ga.; Treasurer Em- 
mett D. Spires, McAfee Candy Co., Inc., Macon, Ga.; 
Secretary Charles R. Seiler, E. I. duPont de Nemours 
& Co., Atlanta, Ga. 


Insurance discussion headlines 
first fall meeting of Philadelphia group 

The Philadelphia section of AACT will hold its 
first meeting of the fall season on Oct. 12, at the Dairy 
Maid Restaurant. Attorney Herman Steerman of Phil- 
adelphia is scheduled to discuss “How much protec- 
tion do you, your customer and the public derive from 
product liability insurance?” Another person, who is 
familiar with problems of the candy industry, will 
discuss the subject from the viewpoint of an insurance 
agent. 

Because Attorney Steerman is a member of the Bar 
of the Supreme Court of the United States, there is 
every indication that the meeting will be a helpful, 
lively one. 

Sanitation will be discussed at the November meet- 
ing.—Hans F. Dresel, Secretary, AACT, Philadelphia Section. 


Walsh to discuss licorice 
at Chicago Section meeting 


At the first meeting of the fall season, J. C. Walsh 
of The American Licorice Company, will discuss 
Licorice and Licorice Confections. 

The meeting, scheduled for Sept. 19, will be held 
at The Austin Fine Arts Club, 808 N. Parkside Ave., 
Chicago, Il]. —Edward N. Heinz, Jr., Secretary, AACT, Chicago Section 


California group will hear 
discussion on nut meats 


At the September 21 meeting, members of the 
Northern California Section of AACT will hear Dr. 
Lewis B. Rockland discuss Stabilization of Nut Meats. 
Dr. Rockland is from the U.S.D.A. Fruit & Vegetable 
Laboratory, Western Utilization, Western Research 
& Development Division Agriculture Research at 
Pasadena, Calif. 

The meeting will be held at the U. S. Department 
of Agriculture, Western Regional Research Labora- 
tories in Albany, Calif. —Henry W. Spini, Secretary-Treasurer, 
AACT, Northern California 








CANDY BUSINESS 
(Continued from page 7 ) 


porting, selecting marketing channels; how to or- 
ganize for exporting using your own export manager; 
financing your exports. 

Also to be discussed will be export credit guarantees 
and insurance, bidding for U. S. Government financed 
purchasing, when to consider licensing, how to pro- 
vide for patents and trademarks, and when and 
where it is practical for the smaller company to man- 
ufacture abroad. 

The seminar is being conducted by the American 
Management Association, 1515 Broadway, New York 
36, N. Y. 


Gilbert and Gramer 
production lines merge 


Production facilities of the Gilbert Chocolate Com- 
pany and the Gramer Candy Company, Jackson, 
Mich., are being consolidated in the new Gilbert 
plant at Jackson. The plant is scheduled for comple- 
tion November 1, according to President Albert F. 
Knapp. 

Both lines of candy will be maintained and the 
move will increase over-all production capacity. 
Gramer is operated as a wholly-owned subsidiary. 

Knapp purchased the Gramer firm in 1955, and the 
Gilbert company last year. Gramer currently produces 
seven different box lines of candy and six candy bars, 
and distributes regionally. The Gilbert’s 15 box lines 
are distributed nationally. 


Heart Ailment fatal 
to J. F. Farr 


James Frederick Farr, 61, part owner and secretary- 
treasurer of Shupe-Williams Candy Co., Ogden, Utah, 
was fatally stricken with a heart ailment. 

He had been office manager of the firm for many 
years, and part-owner since 1958. 


Henry Heide to have 
automated plant 


New Brunswick, N. J. is site 
chosen for new automated plant of 
Henry Heide, Inc., and ground on 
the 10-acre tract is scheduled to 
be broken soon. 


White heads 
Los Angeles sales club 


Tom White, Tom White Brokerage, is new presi- 
dent-elect of the Los Angeles Confectionery Sales 
Club, Inc. for the ensuing year. Other officers elected 
are: Vice President Joe McArdle, McArdle Brokerage; 
Treasurer Wayne Brooke, O’Rourke, Brooke, Booth 
Brokerage; and Secretary Paul Ryan, Wrigley Co. 

Elected to the Board of Governors at recent meet- 
ing were: Stan Cardinet, Gene Reed, Leo Donohue, 
Bob Turley, Tom McAdams, Tom Riley, Jack Wager, 
Bill Maas, Earl Rohr, Page Gray, Jack Colby, Don 
Filker and Tony Hayward. 


Nestle to expand 
new chocolate plant 


Plans for enlarging the Nestle Company’s new plant 
in Salinas, Calif., which went “on stream” less than 
six months ago, are underway. According to com- 
pany President H. J. Wolflisberg, equipment has been 
ordered which will double the capacity of the milk 
processing facility. The new equipment is expected 
to be in operation early in 1962. 


Sweet Street feature 
of international food show 


Candy will have a prominent spot at the Inter- 
national exhibition of Fine Foods and Provisions, 
(ANUGA) scheduled for Cologne, Germany from 
Sept. 23 to Oct. 1., this year. As in former years 
Sweet Street, displays of candy by candymakers and 
wholesalers, will occupy a prominent spot at the ex- 
hibition. This year, however, it will be 10% larger 
than last year, occupying the upper floor of Hall 1 
on the entire side facing the Rhine. 


Reese Eee 





The one-story building, which 
will occupy four acres, will be of 
masonry-steel and glass. It will 
have a 15,000 sq. ft. air-conditioned 
office area, truck loading docks, rail 


siding, automatic sprinkler system, 
unit heaters, straight-flow “ultra- 
engineered” production lines, and 
finished stock storage areas. 
Located in a new industrial park 


in New Brunswick, the plant will 
be the largest industrial plant to 
be erected in that city in recent 
years. Occupancy is planned for 
June, 1962. 
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Cognetti 
Honored 


by CBA 


Joseph F. Cognetti, 
D. C. Sales Company, 
Cranford, N. J. re- 
ceived the Louis A. 
Spector Award at the 
recent meeting of the 
Candy Brokers Associa- 
tion. The award was 
given by the group “for 
outstanding service to 
the Candy Brokers As- 
sociation of America.” 
Listening to Cognetti’s 
acceptance speech is 
Blaine Liljenquist, ex- 
ecutive secretary of the Candy Brokers Association. 


Murray-Allen Named 
agent for Trumpf and Regent 


Murray-Allen Imports, Inc., New York City, has 
been appointed U. S. sales agent for Trumpf Choco- 





lates and Mauxion of Aachen, West Germany plus 
Regent Chocolates Ltd., St. Hyacinthe, Canada. The 
Regent line is a Trumpf operation in Canada. The 
Trumpf Company is recognized as the largest choco- 
late and confectionery manufacturer in Europe and 
is one of the best known names in chocolate and 
confectionery in the world. Vast manufacturing facili- 
ties are at Aachen and Hamburg in West Germany. 


Meyer heads production 
at Stevens Candy 


Walter A. Meyer, a career 
candy technician for more than 
33 years at Stevens Candy 
Kitchens, Inc., Chicago, has 
been elected a vice president of 
the company.. He is in charge 
of production, quality control, 
receiving, shipping, and plant 
maintenance. 

Meyer is widely known as 
one of the candy industry’s top 
production leaders. He is pres- 
ident of the Chicago Candy Production Club, and 
has served as chairman of the Chicago section of the 
American Association of Candy Technologists. 





W. A. Meyer 


NEW SOLLICH Circulation Tempering Machine 


For Any Coating Machine... feeds constant supply of freshly tempered chocolate at a constant viscosity 





OFFERS THESE NEW AND IMPORTANT 
ADVANTAGES: 


e Controls and improves quality. Assures uniformity, 
even in thin coatings . . . improved gloss . . . longer 
shelf life. 

e Requires no supervision. Automatically controls the 
entire system, including quantity of chocolate and 
temperature of both chocolate and water. 

e Increases output. Permits lower chocolate temperature 
and shorter cooling time. Also eliminates the break- 
downs and wastage caused by less exact temperature 
control. : 

e Specifically designed to be coupled to coating ma- 
chines already in use. 


Successful installations prove these production advantages and econ- 


omies of the Sollich Circulation Tempering Machine. For details on 


how it can be applied in your operations, write or call today. 


IN CHICAGO 

B. F. Gump Co. 
1325 S. Cicero Avenue 
Chicago 50, Illinois 


for September 1961 — 39 


JABEZ AND SONS, INC. 
NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 
600 WEST 43rd STREET * NEW YORK 36, N. Y. 


IN SAN FRANCISCO 
Tempo-Vane Mfg. Co. 
330 First Street 

San Francisco 5, Cal. 





Helpful Books 


for Candy Plant Executives 


Confectionery Analysis and 
Composition 


by Stroud Jordan and Katheryn E. Langwill 
This volume, first published in 1946, is still the only pub- 
lished reference work on the subject of confectionery an- 
alysis. It concerns itself with applicable data that covers 
composition of basic raw pec Res. as well as that of the 
finished confections in which they have been employed. 
116 pp. — $6.00 


Confectionery Problems 
(Confectionery Studies, Number 1 ) 
by Stroud Jordan 


Stroud Jordan’s reputation as an important candy tech- 
nologist is based on this his first book. Published in 1930 
it is still, in many areas, the final word on technology in 
the industry. Jordan’s sense of responsibility to record his 
discoveries and knowledge for the benefit of the industry 
caused him to produce more writings on the technical and 
scientific aspects of candymaking than any other person in 
the field. The recognition given him in the form of the 


establishment of the Stroud Jordan Medal by the American : 


Association of Candy Technologists rests on this sense of 
responsibility. 347 pp. — $6.00 


A Textbook on Candy Making 
by Alfred E. Leighton 


Here is a textbook where the reader can learn the basic 
fundamentals of candy making, the “how” and “why” of 
the various operations in non-technical terms. Particular 
attention is given to the function of raw materials, and why 
each is included in a formula. 175 pp. — $6.00 


Choice Confections 
by Walter Richmond 


This book, now in its second printing, is written primarily 
for the manufacturing retailer. It contains 365 formulas 
given in two batch sizes, one for hand work and one for 
machine work. All of these formulas have been production 


tested and have proven to be of great help to manufactur- © 


ing retailers in varying old items and developing new ones. 
The book also contains a glossary of candy terms and chemi- 
cal terms, a complete chapter on chocolate coating methods 


and a chapter on ingredients and their uses. It is an im- 


: portant and useful book for all manufacturing retailers. 
544 pp. — $10.00 
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Your Future Factory 
by V. P. Victor, M.E., P.E. 

A twenty page booklet contains the essentials of modern 
factory planning. It includes plant layout, process design, 
materials handling, building and structure, production line 
and financial planning. This is a reprint of the five part 
article which conmaned in The Manufacturing Confectioner 
in 1958. Mr. Victor is well qualified to advise on facto 
layout since he has had considerable experience in suc 
planning together with experience in design of candy ma- 
chinery and process development. He is a consulting engi- 
neer with headquarters in New York City. 20 pp. — $2.00 
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Profits Through Cost Control 
by Frank Buese and Eric Weissenburger 


This material deals with the problems of cost control in 
candy plants including planning for profit. The emphasis 
is on planning operations so that a profit will be made, and 
in early detection of those factors which will adversely 
affect profit. 36 pp. — $2.00 














How to Salvage Scrap Candy : 
by Wesley H. Childs 


This booklet is a complete revision of the author’s work 
Modern Methods of Candy Scrap Recovery” published in 
1943. A considerable amount of information has been col- 
lected since that time on methods and techniques of salvag- 
ing scrap candy. This booklet covers all types of candy, and 
gives many practical and economical ways of converting 
scrap candy into a useful form for re-use. 28 pp. — $2.00 

















C Confectionery Analysis and Composition— | The Manufacturing Confectioner Book Department 
$6.00 418 N. Austin Blvd. 
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Finn Elected head 
of NCWA 


Edward L. Finn, Jr., president 
of the E & J Cigar Company, 
Northampton, Mass. is new 
president of the National Candy 
Wholesalers Association. An- 
other officer elected at the re- 
cent annual meeting for the 
coming year is Vice President 
Colquitt Fitzgerald, Del-Tex 
Nut Co., San Angelo, Texas. 
Outgoing President Gene Green, 
Clemens & Green Co., Paola, 
Kansas, becomes chairman of 
the board. 

New directors of the whole- 
salers group are: Paul A. Perry, 
Perry Tzetzo, R. W. Brown, H. W. Loock, David E. 
Morgan, Arthur Grossman, Roscoe O. Elliott, Harry 
E. Lambert, Joseph R. Anderson, George Riedel, 
Farris Craig, Rollo W. Pool, Ray Covitz, Jason 
McCoy, C. E. McClintock and Ralph Schewe. 


New sanitary mandate 
for cocoa beans 


Shipments of cocoa beans offered for entry into the 
United States “must not contain more than 6% moldy 
and insect infested beans, and not more than 3% of 
either moldy or insect infested, including insect dam- 


People 
who 


for 
profit 








use pecans 


aged, beans. The FDA ruling becomes effective Feb- 
ruary 22, 1963, and gives producing countries suffi- 
cient time to make necessary adjustments in their 
present grading systems. 

Present requirements, effective since 1933, per- 
mitted cocoa beans containing up to 10% moldy and 
wormy beans to be imported, but not more than 5% 
of either. 


Dobin gets promotion 
post at Murray-Allen 


Jerome Dobin is new director of sales and promo- 
tion at Murray-Allen Imports, Inc., New York City 
importer of confectionery. Dobin previously headed 
Dobin Advertising Inc., and has had some 15 years 
in agency work. 





Reported to be the largest chocolate factory in Europe is the new 
chocolate city near Perugia, Italy of Buitoni-Perugina. Model of the 
first building shows the uitra-modern design. Some 3000 people are 
expected to work here. 








Because: they're high oil content 
pecans— bright, full-meated and 
firm, with the delicate flavor of 
freshly shelled pecans. 


Because: every pound of 
Fleischmann's is a pound of quality 
pecans, the pick of the pecan meats, 
rigidly graded to specification. 


Because: they're backed with the 
kind of service which has earned 
Standard Brands a prestige 
reputation in the food field. 


specify Fleischmann’s Fancy Pecans 


Standard Brands Incorporated—Branches in All Principal Cities 
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GO MODERN.. 


Stehling Coating Mixers Have Proved Su- 
perior . . For 


Melanging 

Emulsifying 

Storing 

Making compound coatings 
Melting whole 10 lb. cakes 


Over 300 Stehling mixers in daily use 
attest to the wide acceptance of this fine 
machine for the manufacture and use of 
coatings. This rugged construction, superior 
mixing action, and efficient operation have 
made “Stehling” a by-word in the industry. 

If you make or use large quantities of 
coatings, either pure or compound, you 
can be more efficient with a Stehling. Now 
available in five capacities 6,000 Ib., 13,000 
lb., 20,000 Ib., 30,000 Ib., and 45,000 Ib. 
Also in single and double compartment ar- 
rangements. 


Write for literature and prices. 


MAKE SURE IT'S 


Gehling 


we AND BE SURE 
—— 



























Camera Catches 


“Shots” (exclusive of those counted by the golfer 
on the greens and fairways) taken at the golf outing 
of the Chicago Candy Production Club in mid-Ay. 





Co-chairmen of the golf committee Frank Puch, Primrose Candy 
Co. and Matt Breaker, Breaker Confections camera-caught at the club 
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Success of Latest 
Candy Promotion 
Depends upon 
Widespread 


Industry Use 


me . MANUFACTURERS, SUPPLIERS, distributors and 
individuals who are supporting the Candy, Choco- 
late and Confectionery Institute public relations pro- 
gram must understand that the fundamental mission 
of the program is to carry out an educational cam- 
paign directed to the consumer. This is basically a 
publicity campaign which should result in increased 
per capita consumption of candy and chocolate be- 
cause it will provide the public with the reasons to 
consume more of these products. 

At the same time confectioners should be alert 
to opportunities to tie-in with the national public re- 
lations program and thus capitalize on it themselves 
in every way possible. When an industry launches a 
public relations program it cannot expect to merely 
turn over all of its problems to the public relations 
agency and then step away from the situation and 
expect the agency to function in a vacuum. 

It is gratifying to see that confectioners are not 
doing that. Particularly during the current nationwide 
tour of Lea Gallic, Miss Candy, local confectioners 
are playing a very active role and are reaping re- 
wards in terms of local publicity. 

In addition, there are numerous ways in which 
both manufacturing wholesalers and manufacturing 
retailers can tie-in with various phases of the public 
relations program to their own advantage. Obvious- 
ly, the national program itself will not favor any 
particular type of confection and under no circum- 
stances will brand names ever be used. But there 
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are many ways in which individual manufacturers 
can capitalize on it. 

To point out some of the approaches which indi- 
vidual firms can utilize, THe Manuracrurinc Con- 
FECTIONER is launching a regular and continuing se- 
ries of articles, of which this is the first. These 
articles are being prepared in consultation with staff 
members of Theodore R. Sills and Company, public 
relations firm for the C.C.C.I. These articles will take 
up individual phases of the program and explore 
ways by which they can be utilized by individual 
confectionery manufacturing firms. 

The articles will not seek to lay out detailed plans 
for the individual confectioner because it is realized 
that each situation presents its own individual prob- 
lems. Rather, the effort will be to outline general 
approaches and leave it to the individual who is 
interested in pursuing the idea to work out his own 
details to fit his own situation. 

About the middle of August, the Institute published 
a 24 page booklet called “Straight Talk on Candy 
and Chocolate.” This booklet was prepared by the 
Sills staff following a detailed study of existing med- 
ical and dental literature. The booklet treats three 
subjects: candy and dental problems, candy and nu- 
trition and candy and skin problems. 

The booklet was prepared to serve as a definitive 
outline of the various research projects which have 
been carried on. Charles V. Lipps, president of Cur- 
tiss Candy Company and president of the C.C.C.L, 
explained that the booklet fills a need in the con- 
fectionery industry. 

“For years the industry has had to live with cer- 
tain allegations about its products,”. Mr. Lipps said. 
“These allegations have been repeated so often that 
they are accepted as absolute truth by many people. 
Therefore, we felt it was vital that the industry have 
a single piece of informative material which would 
explore these allegations.” 

The upshot of the booklet, as far as the dental 
situation is concerned, is that while many dentists 
feel that confections are harmful to the teeth, many 
others have a completely different point of view. 
The booklet cites a number of research studies which 
indicate no connection between sweets and dental 
caries. The booklet reports in some detail on recent 
dental research which points to the fact that tooth 
decay is very likely caused by a virus or bacteria 
and is thus a communicable disease like whooping 
cough or diptheria. It is thus possible that some day 
immunization against tooth decay with an anti-body 
injection will be a reality. 

The essential point for all members of the industry 
to achieve from this discussion is that amidst all the 
propaganda which seeks to relate confections to den- 
tal caries, there is a tremendous amount of doubt 
among highly reputable dental researchers as to just 
what causes tooth decay. 

In the section on nutrition, the booklet clearly 
points out the energy and nutritive qualities of candy 
and provides the facts about confections and calories. 
The facts are that confections are less caloric than 
many other foods and that any food which is con- 
sumed in excess will contribute to overweight. 

As far as skin problems are concerned, the booklet 





reports on the recent research of Dr. Theodore Corn- 
bleet, professor of dermatology at the University of 
Illinois, which absolves candy as a causative of acne. 

The booklet was written for consumption by indi- 
viduals in all segments of the confectionery industry. 
It was not necessarily prepared for the general pub- 
lic. Of the original printing, some 7,000 copies were 
sent by the Institute to its mailing list of people in 
the industry. Since then more than 3500 additional 
copies, at ten cents per copy, have been ordered by 
industry members for distribution. 

Individual confectioners can make excellent use of 
this booklet. Every employee of a candy company 
should be given a copy and asked to read it. It is 
information that is of vital importance to anyone who 
earns his living in our industry. 

While the booklet is not directed at the general 
public, we would recommend that every retail candy 
shop have a supply on hand. We would not advocate 
that these be passed out to all customers—the booklet 
is somewhat too technical for that—but we know that 
retail clerks must often hear people in the shop re- 
mark about calories or about dental problems. On 
many such occasions it would be a smart idea to hand 
the customer a copy of the booklet and invite him 
to see for himself. Candy customers are hungry for 
good, sound reasons as to why they should buy candy 
and this booklet can provide them. 

In handing such a booklet to a customer, the clerk 
should explain that the booklet was not written for 
the public but rather is an intra-industry publication. 


The idea would be that the clerk is “letting the cus- 
tomer in” on some important facts. Naturally, this can 
only be done by a clerk who has studied the booklet. 
The ten cent investment in a booklet given to the 
customer in this way might very well be returned 
through a considerable amount of increased business, 

Candy men should keep a supply of booklets in 
their homes and perhaps in the glove compartment 
of their automobiles. Several confectioners have re- 
ported that they keep copies on their person. The 
point is that candy men, in both their business and 
social life, often are confronted with the old remarks 
and allegations we are so familiar with. The booklet 
provides a very handy answer. 

There are a multitude of uses for manufacturing 
wholesalers and their forces of distribution. Sales calls 
on chains, variety stores and other outlets should 
include presentation of the booklet to the buyer. 

A continuing problem for our industry is the sale 
of candy in schools. Vending operators very often 
find they face a dead end when they try to arrange 
for equipment in the schools. All such vending oper- 
ators should be given a supply of the booklets which 
they can give to school administrators and other offi- 
cials as part of their negotiations. 

These are just a few of the approaches by which 
“Straight Talk on Candy and Chocolate” can be ef- 
fectively used in selling situations. The Sills staff 
points out that the booklet was written fundamentally 
for the confectioner. But used with discretion, it can 
be a helpful tool in selling candy. 





VERSATILE... MODEL U-6 MACHINE 


Flexibility, versatility, adjustability . .. whatever 

you need in an overwrapping machine, you'll find 
the Package Model U-6 has it. Fralinger’s know. 
They use a U-6 to wrap these 19 different sized boxes 
of salt water taffy, report excellent results with 
practically no waste of film. 

A U-6 handles up to 40 packages a minute, gives you 
fast, easy size adjustment. One handwheel sets the 
machine for length, self-measuring paper feed 
automatically takes care of width and height (even 
if they vary slightly). It cuts only the required 
amount of material, helps you save money there, too. 
Size range is 4” to 16” L, 2” to 914” W, 34” to 5” H. 

You can wrap candy, or produce, meat, textiles . . . use 
cartons, trays, flat cards, even some items without 
any cards at all. Ask your Package representative 
about the U-6 machine and its features. He can show 
you the widest size range and fast adjustability, 
plus smart-looking wraps. 


PACKAGE MACHINERY COMPANY, 

EAST LONGMEADOW, MASS. 

NEW YORK « PHILADELPHIA « ATLANTA « BOSTON 

CLEVELAND + CHICAGO » KANSAS CITY « DALLAS 
LOS ANGELES « SAN FRANCISCO « SEATTLE * TORONTO « MEXICO CITY 








PACKAGING IS PART OF YOUR PROFIT PICTURE 
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The MANUFACTURING CONFECTIONER’S 


Candy 


linic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manu- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practica 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


| “ 


prescriptions” of 





Uncoated & Summer Coated Bars 


Code 9Al 
Peanut Bar 
1 oz.—5¢ 


(Purchased in a variety store, 
Chicago, III.) 
Appearance of Bar: Good 
Size: Good 


Wrapper: Inside glassine, outside paper 


band printed in brown, red, blue and 
white. Imprint of bar in colors. 
Bar: 
Color: Good 
Texture: Good 
Peanuts: Good 
Taste: Good 
Remarks: The best bar of this kind we 
have examined this year. 


Code 9B1 
Maple Candy Block 
1 oz.—19¢ 
(Purchased in a food shop, 
Chicago, Ill.) 
Appearance of Block: Good 
Size: Good 
Container: Candy is molded in the shape 


of an Indian’s Head. Folding box, very 
large window on top. White board 
printed in red. 

Candy Block: 
Color: Good 
Molding: Good 
Crystal: Good 
Maple Flavor: Fair 

Remarks: Candy lacked a good strong 
maple flavor. Highly priced at 19¢ 
for 1 oz. 


Code 9Cl1 
Honey Bar 
1 3/16 ozs.—5¢ 


(Purchased in a variety store, 
Chicago, II.) 

Appearance of Bar: Good 

Size: Good 

Wrapper: Glassine printed in red, blue, 
white and yellow. 

Bar: 
Color: Good 
Texture: Good 
Taste: Good 

Remarks: We think this is the best bar 
of its kind on the market. We have 
examined this bar many times and al- 





Candy Clinic Schedule For the Year 


JANUARY—Hard Candies 


FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ and 2¢ Pieces 
DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 
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ways find it the same, well made and 
good eating. 


Code 9E1 
Dietetic Summer Coated Bar 
% oz.—l0¢ 


(Purchased in a department store, 
Chicago, IIl.) 
Appearance of Bar: Good 
Size: Small for a 10¢ seller. 
Wrapper: Gold foil printed in brown. 
Bar: 
Color: Good 
Texture: Good 
Molding: Good 
Taste: Lacked flavor 
Remarks: Not a good tasting bar; very 
“flat” and no flavor could be tasted. 
Code 9F1 
Nougat Candy 
10/16 ozs.—l0¢ 


(Purchased in a chain variety store, 
Chicago, III.) 

Appearance of Package: Good 

Size: Small for a 10¢ seller. 

Container: Square folding box, white, 
printed in red, blue and gold. 

Bar: Wrapped in tin foil. 
Color: Good 
Texture: Good 
Taste: Good 

Remarks: The best nougat of this kind 
we have examined this year. A very 
fine eating nougat. 


Code 9G1 
Molasses & Peanut Butter Bar 
1% ozs.—S¢ 


(Purchased in a variety store, 
Chicago, Ill.) 
Appearance of Bar: Good 
Size: Good 
Wrapper: Wax paper wrapper printed in 
red, yellow, blue and white. Imprint of 
a small girl in colors. 
Bar: 
Color: Good 
Texture: Good 








pNe~ LEHMANN 
TRIPLE LIQUOR MILL 


for 
finer grind, increased output 


This new Triple Cocoa Liquor Mill has an improved cooling 
system that discharges the ground liquor 40° to 50° lower in 
temperature than other mills. This, of course, raises the vis- 
cosity, substantially increasing fineness of grind and acceler- 
ating output. 


All adjustments for the new mill are automatic. Pressure 
gauges regulate settings for repetitive operation. Noise and 
vibration are greatly reduced. A highly streamlined profile, 
with elimination of all unnecessary recesses and projections 
makes cleaning an easy task. This is important today, in view 
of increasingly strict public health laws. 


& Send for additional information. 
ginal JM. LEHMANN COMPANY, Inc. 


550 New York Avenue, Lyndhurst, New Jersey 











Peanut Butter: Good 
Taste: Good 

Remarks: The best bar of this kind we 
have examined this year. 


Code 9H1 
Turkish Taffy Bar ; 
1-3/16 ozs.—i¢ ; 


(Purchased in a chain variety store, 
Chicago, Il.) 

Appearance of Bar: Good 

Size: Good for a 5¢ seller. 

Wrapper: Paper backed foil printed in 
red, white and green. 

Bar: é 
Color: Too deep 





Texture: Good i - 
Flavor: Could not identify flavor FI 
Remarks: Suggest a better flavor be used 
and Jess color. ; =_ 
Code 9Jl y 


Dietetic Milk Chocolate Bar [F 
1.25 ozs.—35¢ 





(Purchased in a food shop, aa 
Chicago, IIl.) U 
Appearance of Bar: Good Q ‘ 
Wrapper: Inside foil, outside white pa- Laces 


per band printed in red and gold. 
Size: See remarks. i 
Bar: Milk Chocolate j 


Color: Good 
Texture: Good ’ 


Molding: Good 

Taste: Lacked a good milk taste. 
Remarks: Bar is very highly priced at 

35¢ for 1.25 ozs. 


Code 9K1 
Summer Coating & Almond Bar 
2 ozs.—20¢ 


(Purchased in a Fannie May Shop, 
Chicago, Ill.) 
Appearance of Bar: See remarks. 
Size: Good 
Bar: Bar is made of summer coating 
and almonds in the form of brittle. 
Color: Good 
Texture: Good 
Almonds: Good 


Taste: Good 
Remarks: Suggest bar be made smaller en 


and thicker and a glassine wrapper be 
used as bar was broken in a number 
of places. At the price of 20¢ for 2 
ozs. we suggest more almonds be used. 


Code 9M1 SA 


Butter Mints 


12 ozs.—89¢ | 
(Sent in for analysis) 


Appearance of Package: Good 

Container: Round tin can, key type. 
Printed in green, white and yellow. 
Imprint of mints in color. 

Appearance of Tin on Opening: Good 

Mints: 
Colors: Good 
Texture: Good 
Flavor: Good 

Remarks: The best mints of this type 
we have examined this: year. Very 
well made and good eating. A little 
high priced at 89¢ for 12 ozs. 
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+ FRITZSCHE 1S BIG IN VANILLA! 


f QUANTITIES....ORDER FROM 500 GALLONS UP 


s © - 


-} Send for 
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Special Bulletin to 
Big Vanilla Buyers: 





FRITZSCHE PURE VANILLA SINGLEFOLDS AND 















TWOFOLDS NOW PRODUCED IN UNLIMITED | 

















.PURITY INSURED BY CHROMATOGRAPHIC 





Flavor Division 
Fritzsche Bros. Inc. 
76 Ninth Ave. 
New York 11, N. Y. 


Please send me FREE 2 oz. sample of the Vanilla checked below, 
together with the folder—“What’s different about Fritzsche Vanilla?” 


Pure Vanilla Singlefold oO Pure Vanilla Twofold 
Mexican No, 35250 Mexican No. 35280 


oO Pure Vanilla Singlefold Pure Vanilla Twofold 
Bourbon No. 35020 Bourbon No. 35248 


CL) 
0 Pure Vanilla Singlefold 0 Pure Vanilla Twofold 
C] 


O 


FREE 
SAMPLE 
Today! 


Special No. 35030 Special No, 35251 


Pure Vanilla Twofold 
No. 31373 


NDR ne ERA EM RU Ar mT en Pu sw Mh BES 


I i ssiacnsshsseedb Gsdladicdeesa anced Sas MCS an ala 0, Ss Sh a ales a ee aa 
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buy 


your 
flavor 

dollars 

with 


You may have heard how Ritter Concentrates 
s-t-r-e-t-c-h flavor dollars. If you haven’t, you should. 
Flavor users who know the value of a dollar have 
learned that a little Ritter Concentrate goes a 

long way to produce a finer flavor and assure longer 
life. Contact Ritter today! You CAN buy 


flavor dollars with Ritter scents. 


F. RITTER & CO. 


4001 Goodwin Avenue, Los Angeles 39, California 
Branches throughout the United States 


RITTER INTERNATIONAL 
Branches throughout the World 
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“Mobile Carriers” 
Slash Delivery Time for MacFarlane’s 


BY Eric OPEL 


W ITH COSTS EVER INCREASING in today’s candy pro- 
duction and distribution, and time being an important 
contributing factor in these costs, a minute saved is 
oftentimes vital to the continuing success of a candy 
retailer-manufacturer’s operation. 

Through the use of mobile tray carriers, MacFar- 
lane’s Candies of Southern California has chopped 
some 70 minutes a stop from its store-to-store deliv- 
ery time, and has not had to spend a fortune to 
accomplish this time-saver. Moreover, the firm has 
not only upgraded product transport, but also has 


Old and new equipment as used by MacFar- 
lane’s of Southern California to transport 
candy to truck for delivery. The hand truck 
(old method) required lifting and shifting 
odd-size boxes of candy some seven or eight 
times just to get it on the delivery truck. 
Time for each stop averaged 90 minutes. 
The wheeled cabinets, or TransiTrays, a prod- 
uct of the Bevles Company, Los Angeles, 
tarry product on trays. The cabinets have a 
Positive locking device. The system reduces 
product handling and shortens stops to an 
average of 20 minutes each. 





lessened the work load of delivery’men, and mini- 
mized short-time storage problems for the retail out- 
lets. 

Heart of the delivery system are 70 vertical cabi- 
nets on wheels, 45 of which are single-door type; 
the balance, double-door models. Also another com- 
ponent in the delivery chain is a mechanical lift gate 
on the delivery truck. 

Marking an innovation in retail candy operations, 
the cabinets are the same type as used by bakeries 
for years to transport cakes and pies. They are about 





check list of practical tests 


for FLORASYNTH 
TRUE FRUIT FLAVORS 


and other natural flavors 








by TASTE? 
..» EXCELLENT 


by SMELL? 
... TRUE 


for UNIFORMITY? 
... SMOOTH 


by MIXING? 
..» PERFECT 


by COMPARISON? 
... TOPS 


ny these: 
APRICOT “, 
go RASPBERRY “s, 


STRAWBERRY “s, 


Recommended ‘ PINEAPPLE : 
“o BLACKBERRY °° 
BEST BY TEST =. cus 
°, . PEACH r i 
e and others 


<? S 


EXECUTIVE OFFICES: 906 VAN NEST AVE.,ceox 12) NEW YORK 62, W.Y. 
CHICAGO 6 - LOS ANGELES 21 | 


Atlanta © Boston © Cincinnati ¢ Dallas © Detroit 
Minneapolis « New Orleans ¢ St. Lovis © San Francisco 
Florasynth Labs. (Canada Ltd.) « Montreal, Toronto, Vancouver, 
Winnipeg 
Agts. & Dist. in Mexico—Drogueria & Farmacia Mex. S. A., 
Mexice 1, D. F. 





6 ft. high and have tray racks about every three 
inches. One size tray can be used in all the cabinets, 
Specially-designed door latch gives positive closing, 
is shakeproof, and does not protrude, thereby elimi- 
nating damage to other cabinets, the truck body, 
and injury to personnel. 

Also the cabinets are designed so that 28 singles 
or 14 doubles can be carried in the truck at one time. 
Each row can be locked so the driver can deliver any 
multiple of four singles (or two doubles) without the 
load shifting. 

Wheels on the cabinets are specially designed to 
resist rolling, which seems a bit ludicrous. However, 
according to Delivery Manager Frank Crozier, “few 
city streets are absolutely level and it is handy for a 
delivery man to have cabinets that stay put.” He 
said that engineers from MacFarlane’s and Bevles 
Company applied plenty of work in developing 
wheels with just the right amount of friction. 

Filled cabinets in the basement storage room are 
rolled to the elevator, taken to street level and rolled 
to the waiting truck at curb-side. They are rolled 


The hydraulically-operated lift gate on the truck elevates and lowers 
the wheeled cabinets to truck bed level and to curb heighth. 
Manual lifting is eliminated for the cabinets are rolled into the stores 
and also into the truck. 


MACFARLANE 's 
CANDIES 
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across the portable ramp, onto the truck’s lift gate, 
and the gate is hydraulically raised to truck bed level. 
The cabinets are rolled into the truck, and the driver 
is on his way to serve the 18 retail outlets in Southern 
California. The stores spread from Pasadena to San 
Diego, and from the Pacific to Pomona. 

When loaded cabinets are delivered to the con- 
signee, plainly marked on each cabinet, the delivery 
man loads an empty cabinet from the store onto the 
truck, once again rolling it. 


Time studies show 70 minute saving per stop 

Time studies have shown that by putting its deliv- 
ery system on wheels, MacFarlane’s have reduced 
the average time for each store stop from 1% hours 
to 20 minutes. Final time study figures take into 
consideration seasonal business fluctuations, varying 
business volumes, different loading conditions at each 
store, as well as an increase in the number of stores. 

The new system, contrasted to the old, which used 
boxes and handcarts, makes the old system look like 
something out of the Middle Ages. The driver had 
to pick up a number of different sized boxes, put 
them on a hand truck, push the truck out to the 
yard, lift the boxes onto the delivery truck and try to 
arrange them so he could find each order when it 
was wanted. This involved endless lifting and shifting, 
even at the delivery stop. 


How the retail shops like the system 

What do the retail shops think of the system? In- 
stead of having to find storage space for a shipment, 
the product is already stored; it’s all together in self- 
storage “sealed” units from which the retailer can 
fill orders, or transfer the trays of candy directly to 
the display cases. 

MacFarlane’s is one of those companies that takes 
a good look at an innovation before accepting it fully. 
R. D. Albers, general manager of the candy company, 
expressed the policy as, “what might be efficient for 
somebody else might be a problem for MacFarlane's.” 
In some phases of the business there have been no 
changes at all, and none are contemplated. The com- 
pany still produces hand-dipped candies for some 
specialty pieces because there is a demand for that 
type. “There are some skills and talents that can’t be 
built into machines,” Albers commented. 


Moderate automation is effective 

As a medium sized manufacturing retailer, Mac- 
Farlane’s is moderately automated—well enough to 
function effectively and to be competitive. 

The present production system is a combination of 
a hand roll extruder, a coater and a Vibrapak. The 
centers are extruded by a Wermac, supplied with 
a number of extrusion dies which determine the size 
and shape of the centers. The centers are extruded 
directly onto the feed belt of the bottomer. 

After enrobing, the candies are hand strung, cooled 
and collect onto packing cards on a Greer Vibrapak. 
This is a vibrating belt on which cardboard carriers 
are fed. As the candies approach, they are bunched 
together and fed onto layer boards. Operators on 
either side, pick up the layer boards and pack stock 
boxes. 

Two women now do the work of eight. What is 
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HOHBERGER BALL MACHINE 


Only one operator required to produce up to 1,200 Ibs. per 
hour. 
You can produce: 
Balls—clear, pulled or honeycombed filled—9/16" to 112” 
diameter. 
Sunbeam Starlights, stripes brought down to center without 


expensive inlay. 





Hohberger 
Cream Machine 


Up to 2,000 pounds per 
hour. Straight sugar or with 


any amount of corn syrup. 





Hohberger 
Continuous Hard 


Candy Cutter 


Waffles, pillows. chips, or 
straws. Up to 150 feet per 
minute. Perfect sealing on 
filled pieces. 














REPRESENTATIVE: 


John Sheffman, Inc. 


152 W. 42nd St., New York 36, N. Y. 













i 
i 
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more, the product comes out better, for it is never 
touched, for the candies can be moved about on the 
carriers. By not having to touch the candies, finger 
marks or indentations have been eliminated. 

“Chocolate doesn’t really set up properly until it 
has had at least eight hours at 65°F.,” Albers said. 
“When the candy was picked up by hand, the girls 
couldn't help leaving fingerprints. That doesn’t hap- 
pen with this system.” 

MacFarlane’s Candies of Southern California is a 
wholly separate company that was once part of Mac- 
Farlane’s Candies. The original company is still func- 





Candies come out of the extruder onto the 
belt conveyor and are carried to the bot 
tomer and through the enrober into the 
cooling tunnel. 


tioning in the northern part of the state after an 
amicable division. Albers was an executive of the 
original company. 

In addition to the 18 retail outlets, the company 
also distributes both bulk and packaged confection 
products under private labels through the Warren- 
Watkins Company. 

Improvements are always under consideration by 
MacFarlane’s, and future improvements will be made 
only after careful study, Albers averred. Meanwhile, 
the present facilities are being used to the fullest 
extent of the efficiency that is in them. 


In addition to joggling the candy after it emerges from the cooling tunnel, the Vibrapak feeds cardboard carriers under the candy. Workers 
pick up the candy on the carriers for packing. The candy is untouched by the workers. 
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: Pontrol the grain, add to shelf life, REX, GLOBE, : 
| provide outstanding eating qualities, MOR-S WEE r : 


corn syrups 


| control sweetness and accentuate flavor-use... -CERELOSE’ 


dextrose sugar 


ike 2 







WRITE OR PHONE 


Corn Products for expert technical assistance, helpful data on these fine products for Confectioners: 
REX* - GLOBE* and MOR-SWEET* corn syrups - CERELOSE® dextrose sugar - BUFFALO” and HUDSON RIVER® starches 






—= CORN PRODUCTS COMPANY INDUSTRIAL DIVISION + 10 East 56 Street, New York 22,N.Y. 
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“No other nut is 












available in sO write for product 


information and 
formula booklet 





AMOND 


ALMONDS 
many sizes, shapes 


ees CALIFORNIA ALMOND 
and forms useful GROWERS EXCHANGE 


P.O. BOX 1768, Sacramento 8, Calif., Sales Office 


to candymakers 99 at 75-35 — 31st Ave., East Elmhurst, L./., New York 
° 
























" Buttered 
Diced-Roasted 








Blanched 
Slivered 







= Nonpareil 
Supreme 20/22 . 








Sliced 
Natural * 






4 Medium 
~# Steel Cut | 
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The 

new 
Hansella 
Cooker 
for big 
Output 


Introducing 

the new Hansella Cooker Type 155 
with a guaranteed production capacity 
of up to 3000 Ibs. 


Hama HSnsel 
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Hamac-Hansella Machinery Corporation 
Palisades Park, N.J., Whitney 3-4700 | 












CALENDAR 


Sept. 15; Los Angeles Confectionery Sales Club, 
12:00 Noon, Rodger Young Auditorium, Los An- 
geles 

Sept. 18; Confectioner’s Salesmen’s Club of Philadel- 
phia, 1:30 p.m., 2601 Parkway, Philadelphia 

Sept. 18-21; Philadelphia Candy Show 

Sept. 19; Chicago Section AACT, The Fine Arts Club, 
808 N. Parkside Ave., Chicago, IIl. 

Sept. 21; Northern California Section AACT, U. S. 
Dept. of Agriculture, Western Regional Research 
Laboratories, Albany, Calif. 

Sept. 23-Oct. 1; International Exhibition of Fine 
Foods and Provisions, Cologne, Germany. 

Sept. 26; Off Shore Dinner, Candy Executives Club, 
Latin Quarter, New York City 

Sept. 26-28; Sixth Annual Sanitation Maintenance Con- 
ference and Exhibit, Sheraton Hotel, Philadelphia, 
Pa. 

Sept. 28-Oct. 2; Retail Candy and Allied Products 
Show of NCSA, New York Trade Show Building, 
New York City. 

Sept. 29; Boston Confectionery Salesmen’s Club, Inc., 
8:00 p.m., Kenmore Hotel, Boston 

Sept. 30; Southwestern Candy Salesman’s Associa- 
tion, 12:00 Luncheon, Sammy’s Oak Lawn Restau- 
rant, Dallas 

Oct. 2; Retail Confectionery Association of Philadel- 

phia, Inc., 6:30 (Dinner Meeting), Dairy Maid Res- 

taurant, Philadelphia. 

Oct. 2; Denver Mile Hi Candy Club—Jobber Banquet 
and Party 

Oct. 6; St. Louis Candy Sales Association. (Election of 

Officers ) Congress Hotel, Union & Waterman Ave., St. 

Louis, Mo. 

Oct. 12; Philadelphia Section, AACT, Dairy Maid 
Restaurant, Philadelphia. 

Oct. 13; Los Angeles Confectionery Sales Club, 12:00 

Noon, Rodger Young Auditorium, Los Angeles. 


——Only the INSTANT and CONTINUOUS FONDANT MACHINE 


gives you these many advantages. 
Creams & Cools simultaneously, 
No waiting, creams HOT syrup Instantly, 
No expensive pre-cooling equipment required, 
Finer, Smoother Fondant, 
Fondant ready to use, without delay, 


Oct. 16; Confectioner’s Salesmen’s Club of Philade 

phia, 2601 Parkway, 1:30 p.m., Philadelphia, Pa. 

Oct. 18-20; National Packaging Forum, 23rd Annug 
Biltmore Hotel, New York City. 

Oct. 27; Boston Confectionery Salesmen’s Club, Ing 

8:00 p.m., Kenmore Hotel, Boston. 
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Oct. 28; Southwestern Candy Salesman’s Associatia 
12:00 (Luncheon) Sammy’s Oak Lawn Restaurant 
Dallas. . 


Cct. 28-31; National Automatic Merchandising Ass@ 
ciation, Annual Exhibit-Convention, McCormig 
Place and Conrad Hilton Hotel, respectively, Chis 
cago. 4 

Oct. 31, Nov. 1-2; Canadian National Packaging Ex 

position, Automotive Building, Exhibition Park, Te 

ronto. Hours: Tues. & Thurs., 10:00 a.m. to 6:00 p.m 

Wed., 10:00 a.m. to 9:00 p.m. 

November 7-10; Packaging Machinery Manufacture 
Institute 1961 Trade Show, Cobo Hall, Detroit 
Mich. 

Dec 1-3; National Automatic Merchandising Associ 
ation, Western Conference and Exhibit, Ambassa 
dor Hotel, Los Angeles, Calif. 


1962 


February 21-23; Western Candy Conference, Mar 
Thomas Inn, Monterey, California | 

Feb. 27-28, March 1, 1962; Western Candy Show and 
Convention of Netional Candy Wholesalers Associ 
ation, Flamingo Hotel, Las Vegas, Nevada. 

April 9-12; National Packaging Exposition and Co 
ference, Coliseym, New York City. 

April 25-27; PMCA Production Conference, Franklin 
& Marshall College, Lancaster, Penna. 


Jure 3-7; National Confectioners Association, The 
Conrad Hilton, Chicago, Illinois 
Juve 3-6; Associated Retail Confectioners, The Drake 
Hotel, Chicago, Illinois 


Sept. 8-16, 1962;—International Food Congress, 5t 
New York Coliseum, New York City. 


Produces more, in less space, | 
Saves valuable floor specs, 
Lower production cost, 
Lower Investment cost, i 
Proven the world over, 


Made of Lifstine Stainless Steel & Aluminum. 








CONFECTION MACHINE SALES CO. 
407 S. DEARBORN ST., Chicago 5, Ill. 





400 Model 











Please send information on the Master Model and the new “400” model, to 
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Where can a guy get a frank opinion on whose cellophane to use? 


We recommend the converter. First, because he’s an expert at printing and 
machining cellophane and can help you solve your particular packaging problems. 
(On occasion he even invents new techniques to do it.) And second, because he usually 
handles more than one brand of cellophane (as well as other packaging materials) 
and so has nobody’s ax to grind, except yours. 

In all fairness to our own staff, however, we should add that Olin salesmen don’t 
carry axes either. They have standing instructions to surrender you to competitive 
brands whenever Olin can’t satisfy your packaging requirements. 


é aFais 
PACKAGING DIVISION Olin 


Film Operations, 460 Park Avenue, New York 22, New York 





Hand refractometer will measure 
percent Brix or sugar content. It is 
available in four types covering a 
range of 0-32, 28-62, 45-82 and 
58-90% sugar. Reading accuracy is 
0.2%. Two or three drops of the 
liquid are placed on prism surface, 
the cover is closed and the instrument 
pointed toward a convenient light 
source. The percent sucrose is read 
directly on a graduated scale. Unit is 
ruggedly constructed to withstand 
hard usage in the plant. Exposed parts 
are black oxidized or satin chrome 
plated. Unit has a rotating eyepiece in 
a helical mount to adjust focus. 

For further information write: Na- 
tional Instrument Company, Inc., 
Dept. MC, Baltimore 15, Md. 


“Packaged” merchandising service 
is being offered for first time to candy 
retailers with purchase of custom-built 
candy cases. Included in the service 
are counter display items, candy box 
easels, sign holders and animated 


figures. A merchandising consultant, 
provided by the company, works with 
the retailer giving aid in using the ac- 
cessories. He helps arrange seasonal 
displays. Refrigerated and non-refrig- 
erated cases, plus counters are avail- 
able, custom-designed to blend with 
interiors of individual stores. 

For further information write: Roy- 
al Store Fixture Co., Dept. MC, 847 
No. Broad St., Philadelphia, Pa. 


Quantitative Determination of Re- 
ducing Sugars after Separation by 
Paper Chromatography 

A. J. Philippu, Analyt. Chem., Vol. 

31, No. 10 (1959) 

Covers the description of a spectro- 
photometric method which is simple, 
accurate and sensitive for glucose, 
galactose, fructose, and lactose. 


Packaged adsorption dehumidifier 
for humidity control and processing 
is a self-contained, automatic unit, 
which has high capacity adsorption 
and reactivation systems. High flow- 
low flow air transfer valves are com- 
ponents. The Una-Dyn model A500 


handles 3000 cfm, and moves up to: 


75 lbs of water hourly. It has “plug- 
in” installation and clean design. 
There are a minimum number of 


moving parts and heaters are thermo- 
statically protected. Filters and mo- 
tors are easily accessible on either 
electrical, steam or gas reactivation 
units. 

Variations of the model are offered 
for high temperature dehumidifica- 
tion, laboratory dewpoints of minus 
100°F, drying of temperature-sensi- 
tive products, and pressurizing  sys- 
tems with bone dry air and gases. 

For further information write: Uni- 
versal Dynamics Corporation, Dept. 
MC, 4200 Wheeler Ave., Alexandria, 
Va. 


A new type continuous starch cook- 
er will operate either full time, or 
respond automatically to process de- 
mands. It allows the operator to se- 
lect continuous or intermittent oper- 
ation by pressing a button, and is 
capable of either partial or complete 
pasting of starch granules. The unit 
is able to provide continuity of starch 
colloid properties when operating on 
an intermittent basis. Automatic fea- 
tures give uniform cooking, exact con- 
trol of dilution water, or modifying 
ingredients, and final composition of 
starch preparations. 

Basic cooker elements include a 
steam-line, slurry line and tangential 
injection heater. A series of accessory 
components are offered to provide 
automatic thermal or mechanical 
modification. Accessories can also be 


GOOD REASONS WHY YOU SHOULD BUY VORMENFABRIEK CHOCOLATE MOLDS: 


Better looking goods—Sharper die impressions and 
finer surface finish improve the appearance of the 
article. 


Less waste and breakage—Construction permits better 
heat and cold transfer—de-molding is easier and more 


uniform. 


Longer mold life—Mold design, construction and ma- 
terial is suited to your molding methods. Better work- 
manship extends useful life. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


600 WEST 43rd STREET «+ NEW YORK 36, N.Y. 
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Brokers 


LIBERMAN SALES 


COMPANY 
324 Joshua Green Bldg. 

1425 Fourth Ave. 
SEATTLE 1, WASHINGTON 
Branch Office: 445 East Second 
South Salt Lake City 11, Utah 

I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 
Nevada, Utah 


FRANK Z. SMITH, LTD 


Manufacturers Sales Ayents 
1500 Active Distributors 
Box 13024, Camp Taylor 

LOUISVILLE 13, KENTUCKY 
Terr.: Kentucky, Tennessee and 
Indiana 


SAMUEL SMITH 


2500 Patterson Ave. Phone 223138 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 
Terr.: Virginia, N. Carolina, 
S. Carolina 


RALPH W. UNGER 
923 East 3rd St. 
Phone: MA 8-4495 
LOS ANGELES 13, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 


FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 
Cypress 8-5715 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, 


G & Z BROK ERAGE 
COMPANY 
New Mexico—Arizona 
El Paso County Texas 
P. 0. Box 227 ALBUQUERQUE 
N. Mex. 
Personal service to 183 jobbers, 
super-markets and department 
stores. Backed by 26 years ex- 
perience in the confectionery 
field. We call on every account 
personally every six weeks. 
Candy is our business. 





New York New Jersey Penna. 
Manufacturer’s Representative 


JOHN O’MEARA, JR. CO. 


507 Fifth Ave., New York 17, N.Y. 
TEL: OXford 7-1554 
Warehousing Available 

Delaware Maryland Wash., D.C. 


IRVING S. ZAMORE 


2608 Belmar Place 
Swissvale, 
PITTSBURGH 18, PA. 
Confectionery Broker Representing 
Manufacturing Confectioners 
Since 1925 
Territory: Western Pennsylvania 

West of Harrisburg 


HARRY N. NELSON CO. 
646 Folsom Street 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Terr.: Eleven Western States 
Branch Offices: 1340 E. 6th St., Los 
Angeles 21, Calif.; 1101 S. E. 
Water Ave., Portland, Oregon; 
2999 South Cook St., Denver, 
Colorado 
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Confectionery 


supplied with the cooker for adding 
chemicals or other ingredients. 
Heart of the cooker is the tangen- 
tial steam heater. It injects steam 
directly into the moving slurry for 
instantaneous gelatinization. The de- 
gree of starch granule breakdown 
can be controlled either by tying a 
water line into the unit immediately 
after the cooker (to provide instant 
quenching of the starch stream), or 





the steam valve can be adjusted to 
permit only partial cooking. 


Automatic addition of water or oth- 
er modifying liquids at this point can 
also be used to control final temper- 
ature of the mix. If, following this 
stage, the mix temperature has_ to 
be raised before delivery to point of 
use, another simplified heater can 
be installed in the line. 

The unit requires 6 sq. ft. of floor 
space. Price ranges from $300 to 
$3000 depending upon accessory 
items needed. 

For further information write: In- 
dustrial Division, Corn Products Sales 
Co., Dept. MC, 10 East 56th St., 
New York City 22. 


Temperature-humidity environ- 
mental test unit provides test space 
of 5.1 cu. ft. in compact cabinet. The 
Tenney-Mite TH, Model TMTH0200 
provides temperatures from 0° to 
+200°F, and relative humidity from 
20% to 95% in the dry bulb range, 
limited by +35° to +185° dew point. 
Unit is useful in package testing of 
foods. It can pull-down from +70° 
to 0°F in approximately % hour. It 
heats from +70° to +200°F in ap- 
proximately one hour. Work space 
has heli-arc welded stainless steel 
liner and is 21” x 25” x 17”. The 
exterior is 26” x 62” x 33”. Unit can 
be mounted on casters and requires 
no auxiliary equipment. Optional 
accessories include: window, light, 


liscover 


how economical 


MIL-LAIT 


enriches the 
flavor of 


MIL-LAIT is an enzyme modified — 
282% butterfat — whole milk pow- 
der. MIL-LAIT enhances a butter-like 
flavor in all types of fudge and mini- 
mizes undesirable ‘‘sugar burn’’. Try 
MIL-LAIT at a recommended usage 
level of 0.3% to 0.6% based on 
weight of finished product. Write for 
a free sample, today. Discover how 
a little MIL-LAIT (used as a partial 
replacement for whole milk) can 
make a delightful difference in your 
fudge formula — for a low low cost. 


MODIFIED WHOLE 
MILK POWDER 
aor oF 
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windshield wiper, terminals and 
ports, and instrumentation is avail- 
able as required. 

For further information write: Ten- 
ney Engineering, Inc., Dept. MC, 
1090 Springfield Road, Union, N. J. 


Transparent Christmas canes are 
packed in red and green shipping- 
display carton that is a high impact 
eye stopping point-of-purchase mer- 
chandiser. Each carton contains two 
dozen which can be filled 
without them from the 
carton, saving candy manufacturers 


canes, 
removing 


money. The canes are 1-%«” dia. x 18”, 
colorful and topped with foam plastic 


handle that is embossed with a green 
holly leaf. 

For further information write: 
Round Tube and Cores Co., Dept. 
MC, 800 No. Peoria St., Chicago 22, 
Ill. 





Three food acidulants (malic sue. 2 
cinic, and adipic acids) are said t 
impart new and unusually pleasan 
food tastes. Each has been approved 
for use in food, and each is «mph 
available in consistent food-grade ste 
physical and chemical analysis. Sam. 
ples are available. f 

For further information write: Ng J q 
tional Aniline Division, Allied Chem. ' 
ical Co., Dept. NA 61, Sect. MC, 4% 
Rector St., New York 6, N. Y. 





Certified colors price list catalog 
has just been issued, and color sam. 
ples are offered. 

For further information write: Py. 
lam Products Co., Inc., Dept. MC. 
95-10 218th St., Queens Village, Long 
Island, N. Y. 


Chocolate Processing Equipment- 
Various models of chocolate refiners, 
triple cocoa liquor mills, emulsifiers, 
paste mixers, screening machines, 
storage kettles and other chocolate 
refining equipment and _ accessories 
are listed in 12-page Brochure No. 
JML6-61. 

For further information and you 
copy write: J. M. Lehmann Co., Inc. 
Dept. MC, 550 New York Avenue, 
Lyndhurst, N. J. 





QUALITY CONTROLLED 


AND CASEINATES 


os Dunkel 


IMPORTERS AND EXPORTERS 


26 JOURNAL SQ., JERSEY CITY 6,N.J. 
TEL: OLDFIELD 6-6400 N. Y.: WORTH 4-3341 
CHICAGO: 320 W. OHIO ST TEL: SU. 7-2462 


AGENTS IN PRINCIPAL CITIES 





AND CO 
INC 


“IDEAL ~~ 


faster...more efficient production 
in caramel cutting and wrapping...) 


over 500 a minute. 


Detailed brochure tel/s you 
how...get your copy today. 


IDEAL 


WRAPPING 
MACHINE CO. 


Middletown, N.Y. U.S.A. 
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lf you need a new or additional Mogul, you’re already 
paying for it in lost profits. Therefore you cannot afford 
not to invest in the latest and most efficient Mogul. 


HEAVY DUTY 
MODEL CM 2000 MOGUL 


HERE’S PROOF OF PERFORMANCE! 


J. D. Fraser, 
Assistant General Manager, 
Moirs Limited 


says... 

“The performance of the CM 2000 Moguls 
has fully confirmed your promise of 
accurate uniform weights, practically no 
tailings, excellent cleaning of centers 
and reliable operation.” 


ONLY THE FITTEST HAS SURVIVED! 


National Equipment has been the only 
builder of starch moulding machines who 
has been able to stand the test of time 
and has earned world-wide customer satis- 
faction and recognition. We have estab- 
lished our leadership by going ahead with 
imaginative engineering and painstaking 
craftsmanship to design and build the best 
possible Mogul for the candy manufacturer. 


These exclusive features add up to 
the CM 2000 Mogul’s superiority 


Increases in production of up to 50%. 
Perfectly clean centers. 
Pinpoint detail in moulding. 


No breakdown of starch moulds at high 
operating speeds. 


Micro-accurate weights of centers. 
Precision control—no scrap, no waste. 


Rugged construction to prolong machine 
life and cut maintenance costs. 


ALL NEW 


KHH %HK* 


National Equipment will assist you to get the Model 
CM 2000 Mogul NOW, when you need it most! You 
can pay for this new Mogul over a period of time during 
which the savings you earn will cover your payments. 
















DON’T DELAY! 


Our engineers will be happy to visit your 
plant and assist you in planning how to 
integrate a CM 2000 Mogul with your man- 
ufacturing operations for greater profits. 
No obligation. 


IF ZATOUOUTZAIG 


EQUIPMENT CORPORATION 


163-167 North May St. 
Chicago 7, Illinois 
312—SEely 3-7845 











153-157 Crosby Street 
New York 12, N. Y. 
212—CAnal 6-5333 
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SAVAGE LATEST FIRE MIXER |= PATENTS 


MODEL S-48 
2,976,154 


Thermostatic Gas Control—Variable Speed WHIPPED PEANUT PRODUCT ANE 
METHOD FOR PRODUCING SAME 
Leo C. Brown and Daniel Rusin, Chicagg 

Ill., assignors to Swift & Compan 

Chicago, IIl., a corporation of Illinois 

No Drawing. Filed May 29, 1959, 

No. 816,709 

11 Claims. (CI. 99—128) 

1. The method of preparing a whippe 
peanut product comprising: feeding 
inert gas into a peanut butter mixture 
having a temperature substantially abo 
100°F., and concurrently whipping sa 
gas-entrained mixture and lowering t 
temperature thereof to about 70°F. of 





2,995,450 


PROCESS AND APPARATUS FOR 
MODIFYING MATERIAL 


John M. Leach, 17 Monfort Road, Por 
Washington, N. Y. 5 
Filed Jan. 5, 1960, Ser. No. 652 

19 Claims. (Cl. 99—134) 


1. A process of manufacturing starch 
base confectionery which comprises d 
recting a starch base confectionery start# 
ing material under pressure into a closed 
chamber, applying heat to the material 
, : : in the chamber, moving a scraper mems# 


The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has ber along the wall of the chamber by 
means of the pressure created by the 


many new features and conveniences: | material impinging thereagainst, and 
| discharging the cooked material from the 
chamber. 


Automatic Temperature Control 

Variable Speed from 30 to 60 RPM 2,995,451 

Break-back within floor space 32” x 48” PROCESS AND APPARATUS FOR 

Aluminum Base and Body Castings TREATING MATERIALS 

Atmospheric Gas Furnace with Stainless shell “" ry pong Monfort Road, Po 

é ‘ ‘ ashington, N. Y. 
Removable Agitator, single or double action | Filed Mar. 27, 1961, Ser. No. 98,347 
Stainless Cream Can and Stainless Drip Pan 20 Claims. (Cl. 99—134) 
“4 y/4 “” 

Copper Kettle 24” diameter 1214" deep or 16" deep 1. A process of treating material which 

comprises directing a starting material 

You can save labor and obtain uniform batches by setting the thermostat for | under pee into a —— chamber 

degree cook desired. It cooks and mixes batches of caramel, peanut brittle, | Y°"'"® ae SS Seo ee 
: ' | in the chamber, moving a scraper mer 

peanut candies, fudge, nougat, gum work, and with double action agitator is 


ideal for coconut candies and heavy batches. 
Your inquiry invited 
ber along the wall of the chamber 
means of the pressure created by thé 
SAVAGE BROTHERS COMPANY | ae Pe Be bi aa <a 
ing the material undergoing treatmen 
and discharging the treated materia 


2638 Gladys Ave. Chicago 12, Ill. | from the chamber. 
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Shulton’s VANILLIN USP is a standard for quality and blendability. VANITROPE® (up to 25 times stronger 
than Vanillin) also enhances flavors, gives you greatest economy. Now available are versatile NUVANs®... 
blends of Vanillin and Vanitrope...so adaptable for quality vanilla effects, and even more economical than 
Vanillin. Whether it's chocolate—cookies—ice ‘cream—cakes...you can make it better with Shulton vans... 
and save up to 50% or more in flavoring costs. Why not write for information and samples today? 


SHULTON FINE CHEMICALS Division of Shulton, Inc. = 630 Fifth Ave., New York 20,N.Y. = Circle 56-6263 — oi 


Making good products better —through research 








NEWSMAKERS 


The Murnane Paper Company has moved into its new, larger 
quarters at 607 Northwest Ave., Northlake, Illinois. 


Promotions at Corn Products Sales Company, subsidi- 
ary of Corn Products Company, include: Walter A. Moore 
to staff vice president; and Maurice F. Healy, Jr. to vice 
president and marketing director of the Best Foods Divi- 
sion, succeeding Moore. 


J. A. Kooreman has been appointed 
industry manager of Food and Allied 
Trades, Corn Refining division, Pen- 
ick & Ford, Ltd., Inc. Previously he 
was manager of the Food Division of 
the Technical Sales Service and Field 
Development department. In his new 
position, Kooreman will have broad 
planning and coordinating responsi- 
bilities for activities of the food and allied trades. 





Dr. Ernest Guenther, vice president and technical di- 
rector of Fritzsche Brothers, Inc., was guest speaker at 
the recent dinner meeting of the Candy Executives and 
Associated Industries Club in New York City. 

Dr. Guenther briefly told of his highly specialized work 
and then presented his colorful, entertaining film: “The 
Essential Oils of South America”. 

Club Member Charles Schneider, Fritzsche sales repre- 


A 


QUALITY °« 


Ingredients 


FLAVOR « ECONOMY 


Here’s your direct line to higher sales and profits. 
Premium quality and flavor to assure repeat customers, 
- yet priced for YOUR profit. 

e Nougat whip e X-L Cara- 
mel Paste e Hand Roll Creme 
e Vac-Kre-Lac e Coconut 
FREE—New Candy Makers 
Guide. Samples and prices Paste e Super Bon Bon Creme 
FREE. Write Today. 















HERR CO. 


STERLING, ILLINOIS | 








Guenther Addresses Candy Executives 


A view of the speaker’s table and a portion of the crowd who at- 
tended the recent dinner meeting of the Candy Executives and As. 
sociated Industries Club. 


sentative, introduced Guenther, who is a well-known sci- 
entist, author, photographer, lecturer and world traveler. 

Club President William Perkins, Loft, Inc. was chair- 
man of the meeting, and Past President John Search, 
The Hubinger Co., introduced Charles Schneider. 


Howard G. Aylesworth is new sales 
manager of food handling division, 
Voss Belting & Specialty Company, 
Chicago producer of belting and al- 
lied products for the candy industry. 
Prior to this appointment Aylesworth 
was assistant general manager in 
charge of research and development 
at A. J. Sparks & Co., Grand Rapids, 
Mich. 

Also he was formerly vice president 
and sales manager of the Burrell Belting Co., and super- 
visor of plant maintenance and budget control for the 
Curtiss Candy Co. 

Aylesworth is a member of the Candy Production Club 
of Chicago and chairman of the Allied Trades Group of 
Biscuit and Cracker Manufacturers Association. 





H. G. Aylesworth 


Obituary 

T. R. Saint, former director of Jabez Burns & Sons, 
Inc. Associated with the firm for 50 years, Mr. Saint 
started his career in the engineering department in 1908, 
later served in the sales department and was promoted 
to manager of the erecting department. In the latter posi- 
tion, he made many friends in nut and confectionery 
plants across the country. 

He went into semi-retirement in 1955, devoting part 
of his time to development work for Burns. He retired 
completely in 1958. 








ALUMINUM CANDY MOULD PATTERNS 


for use with mogul starch equipment 


We are now using the new hard burnished 
finish which eliminates the break-in period. 
They pay for themselves in a few weeks. 


CINCINNATI! ALUMINUM MOULD CO. 


Dept. M, 1834 Dana Ave., Cincinnati 7, Ohio 
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The new Central Street Confectionery shop 
of Bailey’s has an entrance that is inviting. 
Interior is 2 reproduction of the 1890's decor. 


Decor 
turns clock 


backward 


T HE DECOR OF BAILEY’s new candy store at 93 Cen- 
tral St., Wellesley, Mass., near the entrance to Wel- 
lesley College, creates an atmosphere of the 1890's 
confectionery shop. It has a marble top fountain, 
Victorian mirrored back-bar, old-fashioned wire ice- 
cream chairs, marble top tables, even ancient cash 
registers and ornate water cooler. 





replica of the 1873 fountains when Bailey's was 
founded. The large candy counter holds candies made 
in the modern Bailey’s kitchens. 

Standing out in bold contrast to the interior are 
the clean lines of the exterior. Large windows permit 
good visibility inside the store and harmoniously 
blend with the style of the gabled roof structure. 








Front of the fountain is a rich mahogany wood, Bailey’s Candy Store of Boston is the owner. 


Cooler Uniform-flavor Liquor 


with BAKER PERKINS Cocoa Liquor Mills 


NIBS TO LIQUOR 


Exclusive water cooling system enables Baker Perkins mills to 
OR LIQUOR TO LIQUOR 


deliver a uniform quality liquor—with flavor and aroma virtually 
unchanged. Discharge temperature of the liquor is actually held 
to between 150° and 170°F. And, successful installations show 
these additional Baker Perkins advantages: 


e High degree of fineness is achieved in unusually large 
capacity for floor space occupied. Two sizes available, as 
illustrated at left. 


e Hard iron grinding discs retain full grinding efficiency 
throughout life—no stones to be re-dressed. 





e Changes in feed and fineness settings can be made in no 
more than a minute, without stopping machine. 


No. 12CM, 3-stage Mill 


e Easy to maintain—discs and other wearing parts easily 
replaced when necessary. 


On your next liquor mill installation, be sure to gain these 
Baker Perkins twin benefits—improved quality, improved produc- 
tion. Write or call for details, without obligation. 


NS 





No. 11CM, 2-stage Mill 


JABEZ AND SONS, INC. 


IN SAN FRANCISCO 
Tempo-Vane Mfg. Co. 
330 First Street 

San Francisco 5, Cal. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


IN CHICAGO 

B. F. Gump Co. 
1325 S. Cicero Avenue 
Chicago 50, Illinois 





ENGINEERS 
600 WEST 43rd STREET * 


NEW YORK 36, N.Y. 
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DEPOSITOR 


THE KANDY 
KRAFT “24” 





a & 2. an 








: 


| e Cuts Labor Costs 
Drastically! 
2 e Increases Your Production 
Dependably! 


a: Retains Quality 
Dramatically! 





Triumph depositors are proven in installa- 
tion after installation. Cream remains light 
and fluffy for the best possible quality. 


There's a size to fit your exact needs. 


WRITE FOR FULL INFORMATION TODAY. 


MANUFACTURING CO. 
3418 Spring Grove Ave. 
Cincinnati 25, Ohio 


















Merchandising 
Memo 


Candy and Banking. Schrafft’s is using advertise. 
ments in a magazine for the banking industry which 
tell the bankers they can create a new, friendly image 
of the banking industry and thereby overcome “an 
overabundance of history, tradition, dignity” with 
Schrafft-Pops. 

The 100-year old firm is selling a tub of 144 lolli. 
pops to banks for $3, and includes a lobby poster, 
which reads: “Our customers and other friends are 
invited to bring children in for free Schrafft-Pops, 
Many of our best customers got acquainted when 
they visited us in their lollipop days.” 

The candymaker’s ads tell the bankers that “during 
this century we have learned that candy speaks a 
universal language. We trust you will be interested 
in our suggestion that it can speak to the children 
who visit your bank and to their parents, and also to 
many other customers, older customers . . . all of 
whom are interested in children.” 


Candy and Oldsters. One manufacturing confec- 
tioner goes all out to woo older candy lovers by 
offering weekly one Ib. box of chocolates to oldest 
customer who comes in and makes a candy purchase 
anytime during week. Customers fill out card with 
name, address and approximate age. Oldest customer 
is contacted, age is verified, and candy awarded. 


Candy and Christmas. The manufacturing confec- 
tioner who operates his own retail outlet is already 
thinking about the promotional pattern for Christmas, 
1961. To help the pattern take shape, here are some 
business building outlines! 

One manufacturing confectioner feels that Christ- 
mas would not be Christmas without considering the 
lads in the Armed Services, both here and overseas! 
With the co-operation of the local recruiting offices in 
the Post Office building, he stages a window with 








Formula 


7 Ib. wh 
3 Ib. pea 


posters urging that Christmas parcels for overseas be§ Dark vai 


mailed early. He places a map in his window with 
colored pins indicating areas where our Servicemen 
are stationed. Window posters proclaim that “We'll 
ship your Christmas candy gift overseas anywhere.” 

As for gift wrapping, businessmen and a lot of 
housewives cordially detest this aspect of Christmas. 
This confectioner hires several handicapped adults 
as gift wrappers, each working several hours daily 
from December 5th on. Through window cards and 
newspaper advertising he offers to gift wrap any three 
parcels for 25¢, a sum which barely covers wrapping 
materials. But while these gifts are being wrapped, 
customers inspect the array of candy and usually make 
a purchase or two. 


Procedu 
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This confectioner also gift wraps candy purchasedf good ha’ 


from him (costing $1.50 or more) wraps it in heavy 
covering for parcel posting, weighs it and mails it. 
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Formula: 





3 lb. peanut butter 
Dark vanilla chocolate 


ices i 7 lb. white coating 


Procedure: 


“Welll Melt the white coating, about 95°, add it to the 


” 


ere 


peanut butter, and mix thoroughly. 


lot off Paint a sheet of waxed freezer paper with a thin 


istmas.§ Coating of dark vanilla chocolate, using a 4-inch ny- 
adults§ lon brush, and before it sets up too hard spread a 
; daily§ layer of the peanut butter-coating mixture on it 
Js and§ about % inch thick. Use a spatula for this. 

y three) In 15 minutes, after the peanut butter-coating 
apping) Mixture has set up, paint a thin coat of the dark 
apped,y Vanilla chocolate over it. When hard, cut into squares. 
y make§ Our’s measure 1% inches. 


We sell this item for $1.60 per pound. It makes a 


chased§ g00d half-pound seller at 80 cents. We also mix this 
heavyg item with other flavored sandwich mints at the cus- 


5 it. 


ctioner 


tomer’s request. 
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Peanut Butter wn 


BY DovucLaAs HILLIARD 
Hilliard’s Candies, West Hartford, Conn. 


What is your Weekend Special? 


Submit your Weekend Special for publication in 
THE MANUFACTURING CONFECTIONER. For each one 
published we will pay $5.00. 


Here’s all you do: 


1. List all ingredients of the formula. 

2. Give a complete description of the mixing and han- 
dling procedure. 

3. Give the name of the candy. 

4. Give your name and address. 

5. Send either a glossy photo of the candy, or a 1 Ib. 
box of the freshly-made product so that we can photo- 
graph it. Put your name and address on the box too. 


All published entries will be paid immediately 
upon publication. 

Send entries to: Weekend Special, THE MANv- 
FACTURING CONFECTIONER, 418 No. Austin Boule- 
vard, Oak Park, IIl. 



































Coating Lines with Au- | ¢ 
tomatic Feeders, Bot- Hi-; | 
tomers, Cold Tables 
and Model CG 24’ 
Coaters. 





Available 
At Terrific 
Savings! 
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JUST SECURED FROM PROMINENT CONFECTIONERY PLANTS 


Most 
“GREER 
Late Style 


94". 32” - 


Chocolate Coating Lines 
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in. Le : i “ @ Equipped with Automatic Feeders, 


4 3 ee] 


Bottomers, Cold Tables. 


@ These units are still set up in oper- 


ating position. 


Inspection Can Be Arranged 


nl 
Py 
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3—Late style Greer 32” Coating Lines with Automatic 
Feeders, Bottomers, Cold Tables and Model CG 32” 
Coaters. Actual photograph of equipment as still 
set up. 


ALSO AVAILABLE: 1—LATE STYLE GREER 42” 
COATING LINE WITH AUTOMATIC FEEDER AND 
MODEL CG 42” COATER. 


Buy What You Need 


.. complete units or individual machines 


ACT NOW FOR CHOICEST SELECTION 
These Offerings Are Subject To Prior Sale 
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UMIORM 


CONFECTIONERY MACHINERY CO., INC. 


WRITE, WIRE OR 
PHONE COLLECT 


for complete details and 








for our low bargain prices 
and also, to arrange to 
inspect this equipment 


318-322 Lafayette St. 163-167 North May St. 
New York 12, N.Y. Chicago 7, Illinois 
212—CAnal 6-5333 312—SEely 3-7845 
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Classified Rates 
Lightface type—10¢ per word 
Boldface type—20¢ per word 
Box number—$1 additional 
Minimum charge—$2.50 
10% discount for advance 
payment. 

Classified display advertis- 
ing is charged at the rate of 
$8.00 per column inch for less 
than % page. Column is 13 
picas. % page and over 
charged at regular advertising 


rates. 








MACHINERY FOR SALE 











Racine caramel cutter (motor), 350 # 

chocolate melter, 450 # chocolate 
melter (automatic control), 26” en- 
rober with air conditioned 42” tun- 
nel. Box 9611, The MANUFACTUR- 
ING CONFECTIONER. 





FOR SALE 

Bonus Cluster Machine. 

Model K #3 Savage Fire Mixers. 

20 gal. & 50 gal. Model F-6 Savage 
Tilting Mixers, copper kettle. 

200 Ib. Savage Oval Top Marshmal- 
low Beaters. Stainless water jacket. 

Cut-Rol Cream Center Machines. 

Bostonian Friend Hand Roll Machine. 

1000 Ib. Werner Syrup Cooler. 

150 lb. to 500 Ib. Chocolate Melters. 

24” and 32” N.E. Enrobers. 

32” Kihlgren Stringer. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

Savage Cream Vacuum Cooler 

600 Ib. Continuous Vacuum Cooker 

Form 3 Hildreth Pullers. 

National Cherry Dropper. 

6’ and 7’ York Batch Rollers. 

National Wood Starch Buck. 

Bausman Twin Disc Refiner Unit. 

Ball and Dayton Cream Beaters. 

30 Gal. Stainless draw off 
jacketed kettles. 

100 Ib. cap. Resco chocolate melt- 
ing and tempering kettle. 

Savage Caramel Cutters. 


SAVAGE BROS. CO. 
2636 Gladys Ave. Chicago 12, Ill. 
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MACHINERY FOR SALE 








SITUATIONS WANTED 











Instant fondant machine complete 

with motor, in good order. $650.00 
f.o.b. truck, Midwest. Box 9612, The 
MANUFACTURING CONFEC- 
TIONER. 


Simplex bag-making machine with 

electric eye, many changes; Amsco 
labeller with Teflon-coated heat seal- 
er; Bunn tyer. Box 9613, The MAN- 
UFACTURING CONFECTIONER. 


KH and Model K kiss machine, both 


in good order. Box 9614, The 
MANUFACTURING CONFEC- 


TIONER. 


Vacuum cooker, cream beaters, choco- 

late melters, stoves, cutrolls, pullers, 
batchrollers, kettles, cooling slabs, Ho- 
bart beaters, cutting machines etc., 
S. Z. Candy Machinery Co., 1140 
North American St., Philadelphia, Pa. 


2 Burns 500-Ilb cocoa bean roasters, 
little used; Carver cocoa presses. 

Box 9615, The MANUFACTURING 

CONFECTIONER. 


One CM-3, brand new, Package Ma- 

chinery cellophane overwrapping 
machine with tear tape attachment. 
Good price for fast sale. Box 7612, 
The MANUFACTURING CONFEC- 
TIONER. 





BUSINESS OPPORTUNITIES 











For sale: lovely May’s Candies Shop 
carrying finest lines. Only candy 
shop on beautiful Tiburon Peninsula. 
Excellent business for candymaker; 
may carry bakery line. Tourist trade. 
P.O. Box 495, Belvedere, Calif. 





HELP WANTED 








Unusual opportunity for capable, 
hard working young man who 
wants a future. Manufacturer with 


new plant and four retail stores needs 
all-round manager. Manufacturing 
quality chocolates, soda fountain, and 
direct wholesale sales experience help- 
ful. Reasonable salary plus share in 
profit. Location growing Western city. 
Box 6617, The MANUFACTURING 
CONFECTIONER. 





Candymaker. Qualified, wide techni- 
cal experience, knowledge. Retail 
field. Complete knowledge chocolate 
handling. Immediate availability. Go 
anywhere. Box 7616, The MANU- 
FACTURING CONFECTIONER. 





MISCELLANEOUS 











WIRE FORMS: RACKS 


WIRE DISPLAYS: 
kere kame) Specifications 


LOW PRIC!I WHITE 






Fastorm Wire Division 
6171 Carnegie Ave. @ Cleveland 3, Ohio 


Folding Candy Boxes: All sizes carried 

in stock for prompt delivery. Plain, 
stock print or specially printed. Write 
for our new catalog of every-day and 
holiday fancy boxes, and all paper prod- 
ucts used in the manufacture and pack- 
aging of candies. Paper Goods Company, 
Inc., 270 Albany Street, Cambridge 39, 
Mass. 








Is this necessary! 
Try reading whole issues 
Only $3.00 A Year 


Circulation Dept. 
THE MANUFACTURING 
CONFECTIONER 
418 North Austin Boulevard 
Oak Park, Illinois 
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ADVERTISER’S INDEX 


| Ambrosia Chocolate Company . 
ee gO rare sere ee eee 
Atlas Chemical Industries, Inc. .. 


Latini Sugar Sander Blumenthal Bros. Chocolate Co. 

Guaranteed To | W. J. Bradford Paper Co. 

The Buhler Co. 

Properly Sand The | Burke Products Co., Inc. 
Output of any Burns, Jabez & Sons, Inc. 
Starch Machine Burrell Belting Co. 
Non-corrosive metals California Almond Growers Exchange 
wherever sugar and Fred S. Carver, Inc. .. ; 

steam meet. Cincinnati Aluminum Mould Co. 
W. A. Cleary Corp. 
Clinton Corn Processing 
Confection Machine Sales 
Corn Products Sales Co. 


Dairyland Food Laboratories Inc. 
Dodge & Olcott, Inc. 

Paul A. Dunkel & Co., Inc. .. 

E. |. du Pont de Nemours & Co. 





Euromac 
LATINI 
DECORATOR Florasynth Laboratories, Inc. 
Foote & Jenks ea 
Saves labor—elim- Fritzsche Brothers, Inc. ... 
inates from 2 to 6 
strokes per enrob- J. W. Greer Company . 
er. 
Otto Haensel Machine Co. 
Hamac-Hansella Machine Corp. 
Hubinger Company 
Hudson Sharp Machine 


Versatile—variable 
speed drive, ele- 
vation control. 


3 sets of decorat- 
ing belts make a Ideal Wrapping Machine Company 
wide variety of International Flavors & Fragrances 
markings. International Foodcraft Company . 


Now available for 
10 & 12 inch en- 
robers. 


Kohnstamm, H. Company, Inc. ... 


Lehmann, J. M. Co., Inc. . 
Lenderink & Co. N. V. 
Lynch Corporation 





Mantrose Corporation 
Mikrovaerk, A/S . 
Milprint, Inc. .. 
Minute Maid Corp. 


National Equipment Corp. 

Nestle Company, Inmc., The : 
Olin Mathieson Chemical Corporation .... 

Package Machinery Co. 


Rhinelander Paper Co. 
F. Ritter & Company 


Savage Bros. Co. 
Senneff-Herr Company 
Sheffman, John, Inc. 
Shulton, Inc. .. 

: ; 3 A. E. Staley Mfg. Co. 
es Standard Brands, Inc. 

‘ Chas. Stehling .. 
LATINI REVOLVING PAN Seeman: Chamiesls 
Sunkist Growers ; 
Supermatic Packaging Corp. 
George H. Sweetnam, Inc. 
Swift and Company 


et SO 


Unusual bowl shape permits 10 to 15% larger charges 

Heavy-gauge bow! and sturdy construction insure long service 
life 

Motor and drive enclosed in sanitary stand 

Bow! shaft mounted on oversized self-aligning bearings Triumph Manufacturing Co. 

Now available in stainless steel. 


REPRESENTATIVE: Union Confectionery Machinery Co., Inc. 


Verona Flavors ; 
ohn Sh 2 ) / WA 7 pe y) Visking Company .. 
AC. 
Warner-Jenkinson Mfg. Co. 
Western Condensing Co. 


152 West 42 Street New York 36, N. Y. J. O. Whitten Co., Inc. ... 
Wm. Zinsser & Co. . 
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OUR 162nd YEAR OF SERVICE 


Seventy-five 9th Avenue « New York 11, N. ¥. 


SALES OFFICES RINCIPAL CITIES ESTABLISHED 179 


IN P 
ESSENTIAL OILS - AROMATIC CHEMICALS - FLAVOR BASES 
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THE MAGIC TOUCH OF LACTOSE controls 


sweetness levels ...and boosts candy flavors and nutrition! 


Lactose, the sustained energy sugar of milk, is fast becoming an indispensable ingredient to the confec- 
tioner. .“% It captures and holds rich, delicate flavors often lost in production, controls excessive sweet- 
jig mess amet : prox ites ssqnoother, more uniform texture through controlled graining. Lactose also keeps 
confections kitchen-fresh longer. .<% Only Western produces Edible Lactose in the full range of granu- 
lations required by the confectionery field. Strict chemical and bacteriological specifications, rigid quality 
control and years of processing experience assure highest quality. ..& For complete nutritional and func- 


tional'Hetails, get in touch with Western, world’s largest producer of Lactose—pure milk sugar. 


Western Condensing Company « Appleton, Wisconsin ® . 
ee 


Division of Foremost Dairies, Inc. 
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IN CANADA, PEEBLES PRODUCTS, LTD., CORNWALL, ONTARIO * 1aciose 
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new! FACT-FILLED FOLDER ABOUT TABLETTED CONFECTIONS. 











